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Rough Proofs Gay White Way 


Swertfager & Hixon say they) 
don't believe in “master minding 
behind mahogany.” And haven't 
you seen the advertising genius 
who does his best master minding 
in front of the mahogany? 


* VV 


Magazine circulation men are go- 
ing in so heavily for that cops-and- 
robbers stuff they’ll soon be able to 
supply their own material for true 
detective stories. 


i. Ze 


Louis Rubin objects to Dress In- 
stitute advertising and suggests the 
money be devoted to national de- 
fense. Or, even better, use it to 
popularize fig leaves. 


vgs iy 


“Now do you believe in Santa 
Claus?” demands a Texas broad- 
casting company. Yes, but don’t ask 
for complete confirmation until the 
returns are all in. 


~ = © 


Sales of milk, coffee and soft 
drinks have expanded rapidly since 
repeal, the United Brewers Indus- 
trial Foundation says. Yeah, but 
what about waist lines? 


—_ = © 


There’s nothing so old as yester- 
day’s newspaper or a magazine 
with 


a current date which went to | 


press away back before Pearl Har- | 
|close proximity. A different plan 


bor. 


- ee 


Such-is-Fame Department: Lou- 
ella Parson’s story about a new 
movie featuring the pioneer in the 
battle for freedom of the press re- 
fers to him as John Peter Venger. 


, ¥ ¥ 


Even the lowly rubber band 
takes on new dignity and glamor as 
war pressure grows. You can’t 
even renew your office supply with- 
out a high priority rating. 


7? FY v 
Elmo Roper’s magazine study, 
Cosmopolitan says, “is sparing of 
charts, graphs and_ calculations” 
and “unencumbered with min- 
utiae.” What, no dog and pony 
show? 
v v v 
If the idea of working longer 


hours to increase war production 


continues to take hold, A & P will | 


undoubtedly want to start calling 
their prize coffee 
O'Clock. 

+ VF F 


That combination offer 
ter & Ritter hand-bag and a copy 
of Reader’s Digest is no doubt in- 
tended to show purchasers how 
easy it is to possess both dollars 
and sense. 


a a 


If your favorite character actor 

tinues to appear in those annual 
» productions of “A Christmas 
|.” he’ll soon be expected to 
his name L. Scrooge Barry- 
', Esq. 


, ww 


Te Photographers’ Association 
of America is indignant because | 
ium advertisers use photos “as 
itball to boost their own busi- 

But they could also throw | 
rward pass for more picture 
1eSS, 


Copy Cus. 


brand Seven) 


Ready to Don 
Blackout Robes 


Outdoor 


Advertising | 


| 


Groups Prepare for! 


Air Raids 


New York, Dec. 18.—The drone 
of approaching enemy airplanes will 
be the signal for New York’s gay, 


white way to don a wartime uni- | 


form of complete darkness, it was 
indicated today as steps were taken 
to bring the outdoor advertising in- 


| 


Matson Ships to 


Continue Hawaii 


dustry under emergency regula- 
tions. 

Blackout preparations were 
climaxed by a meeting of the 
Metropolitan Outdoor Advertising 
Association, which includes the | 


majority of operators in this city. 
Members discussed methods of co- 
ordinating the efforts of individual 
operators, following a request from 
defense authorities that prepara- 
tions be made for an emergency. 
Committees were appointed to study 
the subject further. 
Operated by Time Clocks 


At present, most signs are oper- 


ated by time clocks which open a| 


switch at sundown and close it at 
set times. It is probable that a 
number of central points, from 
which lights could be turned out, 
will be establishee in areas such as 
Times Square, where signs are in 


is necessary for outlying districts 
where signs are scattered over a 
wide area. In some cases, a perma- 
nent patrol will be set up and in 
others the cooperation of air raid 
wardens and public utilities will be 


sought. For air raid wardens, signs 
will be equipped with a special 
switch which could be easily 


reached in an emergency. 

An effort will be made to include 
in the over-all plans for a blackout 
signs on individual factories, for 
example, which are under the con- 
trol of the owner. 

Douglas Leigh, Inc., which oper- 
ates 15 displays in the midtown 
area, one in Brooklyn and one on 
the Queensborough bridge, expects 


Service, Ads Say 
San Francisco, Dec. 18. 
Hawaii attack threw 
gation Company 
confusion but, undaunted, it recov- 
ered quickly and came back this 
week with hard-hitting copy prom- 
ising aid in the conflict and con- 
tinued ship service to Hawaii and 

other “normal routes.” 

The steamship line is understood 
to have sent out insertion orders to 
magazines just before the Japanese 
launched their lightning attack on 


The 
Matson Navi- 


into temporary 


Pear] Harbor and the Philippines. 
| Cancellations were immediately 
wired. But on Dec. 11 magazines 


| order 


|} men 


to put into operation within a short | 


time a secret remote control device 
by which all the Leigh signs could 
be blacked out within eight sec- 
onds. The difficulty of obtaining 
materials, which is currently delay- 
ing the Leigh organization, would 


| agency: 


| tion by 


make such a central control plan | 
impractical for all New York signs. | 


Set Up Headquarters 
For the present, maintenance 
men on duty at the Leigh signs are 


|prepared to turn them off in the 


of a Rit- | 


event of an air raid. In addition, 
72 members of Local No. 3 of the 
International Brotherhood of Elec- 
trical Workers are now on 


/nightly in the Times Square area 
|to cooperate with all plant opera- 


| 
| 


(Continued on Page 26) 
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| 


duty | 


received reinstatement orders 
cating that new plans for the war 
emergency were developed in short 
and that the Matson Line, 
though as vitally affected as any 
American advertiser, would not re- 
tire to the sidelines. 

Copy scheduled for both news- 
papers and magazines points out 
that ships are a vital part of the 
nation’s armor and that “Matson 
has proudly forged her fleet into 
this vital part.” The vessels and 
“are serving our country’s 
cause, without limit or reservation.” 
Matson ships, the new copy declares, 
will also continue serving Hawaii 
“and their normal routes to the 
limit permitted by the national 
emergency.” 

Matson’s agency, Bowman, Deute, 
Cummings, Inc., told ADVERTISING 
AGE today that the new war-keyed 
copy will appear in the company’s 
regular metropolitan newspaper and 
national magazine list. Said the 
“Our client will continue 


WAR-KEYED COPY | 


indi- | 


Package Makers, Users 


ane Keeps Up _ 


Navy Suspends Almost 
All Pre-War Copy as 
Enlistments Soar 


Washington, D. C., Dec. 18. 
War’s outbreak had a mixed effect 
upon the advertising programs of 
the three armed services which 
have been buying advertising space 
to promote the enlistments of 
crults, an investigation by ADVER- 
TISING AGE revealed here today. 

Only the Army’s campaign is 
continuing at its pre-war pace, it 
was learned, and it may soon be 
stopped. The Navy has suspended 
its newspaper drive, with 
three exceptions. The 
Commission has lowered the en- 
trance requirements and is now 
busy preparing new copy for an ex- 
panded advertising effort. 


re- 


Maritime 


| order 


two or | 


An early end to the Army’s ad- | 


| vertising for recruits was indicated 
today when Secretary of War Stim- 
son told a press conference that all 
voluntary enlistments will be stop- 
ped as soon as the present patriotic 
rush subsides. The selective serv- 
ice system will supply all necessary 
manpower, he said. 

The Marine Corps has purchased 
no advertising. It did commission 
J. Walter Thompson Company to 
make a survey of public attitudes 
toward the service. The agency’s 
report was submitted only five days 


before the war began, and hence 
much of the information collected 
is already out of date. Major) 


George Vanderhoff, public relations | 


officer, 
| Marine Corps campaign was un- 

| likely before war broke out and is 
) even less likely in view of recent 

| developments. 

| 

Enlistment a Factor 

Navy has ordered 

“held in abeyance, 
Com. H. G. 


The 
paign 
ing to 


its cam- 
accord- 


” 


told ApVERTISING AGE that a| ying Company, Corn Products Re- 


Attack Wartime Problems 


Materials Bans Force 
Shift to Functional De- 
signs for '42 


New York, Dec. 18. — Consumer 
goods packages next year will be 
neat but not gaudy, it was indicated 
this week as merchandising execu- 
tives and package designers pooled 
their wits and faced the challenges 
thrown out by materials shortages 
and other war-imposed restrictions. 

With cellophane and tin foil defi- 
nitely out, and uncertainty sur- 
rounding supplies of box board, 
pigments and metallic inks, an in- 
tensive search for substitutes is the 
of the day. It is a foregone 
conclusion that functional design 
will be the keynote of 1942 pack- 
aging. 

Indicative of the new packaging 
problems that are daily coming into 
being was the report circulated 
among men’s wear manufacturers 
here this week pointing to a possi- 
bility that fancy boxes and “win- 
dow” packages may soon be com- 
pletely banned insofar as_ such 
products as neckties, garters, sus- 
penders, belts, jewelry and acces- 
sories are concerned. 


Some Already Changed 


Food, tobacco and toiletries pack- 
ages are rapidly undergoing the 
emergency changeover. Up to the 
time hostilities in the Pacific broke 
out, it was generally believed that 
cans would not be immediately af- 


fected, since the U. S. stockpile of 
tin was estimated at one year’s 
supply. In the light of late devel- 


opments, however, shipping has be- 
come more uncertain than ever and 
stepped up demands for tin as an 
ammunition material may intensify 
the problem. 


More and more food advertisers 
are turning to glass containers, 
among them California Packing 


Corporation, Minnesota Valley Can- 


fining 
Corporation, 
Company, 


Company, General Foods 
Union Starch Refining 
Beech-Nut Packing 
Company and Seeman Brothers 
(White Rose coffee). Food mer- 
chandising men express the belief 


lthat some of the large packers will 


Hopwood of | 


to maintain its normal public posi-|the Bureau of Navigation, although |' 


maintaining normal adver- 
tising appropriately keyed to na- 
tional developments. 


” 


which 


| there are isolated cases in 
Hop- 


copy is still appearing. Com. 
(Continued on Page 28) 


Last Minute News Flashes 


Marchand Schedules Its Largest Campaign 


New York, Dec. 19.—Following a 
Marchand Company, maker of hair 


advertising campaign in its history 


period of relative inactivity, Charles 
preparations, will launch the biggest 
during 1942, it was learned today. 


| Colby M. Chester III has been named advertising manager and the Joseph 


Katz Company appointed 
ecutive. 
by spot radio in key markets. 


as agency, 
A magazine schedule will get under way shortly supplemented 


with A. R. Bochroch account ex- 


Adapt Typewriter Copy to Wartime 


New York, Dec. 
today released first copy in a new 


19.—L. C. Smith & Corona Typewriters, 


Syracuse, 
campaign stressing the use of type- 


| been met in several ways: 
| tine” 
i . 

| tin, 


writers as a means of increasing personal efficiency during the emer- | 


gency. Insertions of 975 lines 
pearing today, others on Dec. 
the company’s magazine list. 


23. 


are scheduled for 


14 cities, with some ap- 


The special copy will also be used in 
Newell-Emmett Company is the agency. 


Tire Conservation to Dominate New Consumer Copy 


New York, Dec. 


this field indicated today that tire 


theme of consumer advertising in the immediate future. 


19.—Following a meeting here yesterday under aus- 
pices of the Rubber Manufacturers’ 


Association, 
conservation 


leading advertisers in 
will be the dominant 
Tire advertis- 


ing volume is a matter of speculation, though no substantial retrench- 


ments have thus far 


been disclosed. 


step up the proportion of food in 
glass to as much as 40 per cent dur- 
ing the coming year, but some ap- 
prehension is voiced over the ca- 
pacity of the glass industry to 
handle a_ substantially increased 
food volume. 

Among the new package devel- 
opments due next year are com- 
pacts and lipsticks made of pressed 
paper. Glassine may be used for 
cigarets instead of tin foil. Trans- 
parent packages used by such cos- 
metic manufacturers as Lady Esther 
and Coty will be things of the past. 


Substitutes Employed 


The foil substitutes has 
“Argen- 
paper, made of ground waste 
zinc and casein filler; compo- 
sition metal and laminated paper; 
metallic ink on _ highly-varnished 
coated paper. Incidentally, gold and 
silver inks, having aluminum, lead 
and zinc bases, have been abolished 
completely in some instances, while 
in others the surface area covered 
by ink has been cut down consid- 
erably. 

A check of studios operated by 
leading package designers revealed 
that revisions have been going on 
at a rapid pace. Raymond Loewy, 


need for 
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ADVERTISING AGE 


December 22, 194; 


for example, reported that during 
the past six months 30 packages 
have undergone refinements, while 
Jim Nash cited the experiences of 
two national advertisers who have 
altered 15 packages recently. 

The extent to which plastic pack- 
ages have been hit was disclosed 
by Modern Packaging, which sub- 
mitted a large collection of samples 
to the OPM for an opinion as to 
what the future might hold. Turned 
down, among others, were a cos- 
metic container in the form of a 
high hat; perfume bottle “hour- 
glass” with plastic top and bottom; 
small decorative counter piece; 
transparent container for a medici- 
nal product; ornate jewelry box; 
gift box and display for a watch; 
plastic container for ear protection 
device; powder puff case; safety 
razor container; nail polish con- 
tainer; rouge container; face pow- 
der container; re-use container for 
eau de cologne bottle. 

Included among containers that 
would probably be permitted were 
a syrup pitcher with dripless clo- 
sure; applicator closure for glass 
cleaning solution; and nasal inha- 
lant, if it could be established that 
the chemicals require use of a plas- 
tic. In each of these instances the 
utilitarian function was empha- 
sized. 

Most of the packages submitted 


|by the magazine were classified as 
“devorative,” a term defined by 
OPM as “using more of the mate- 
rial than would be required for 
strictly utilitarian purposes.” Ap- 
proval was withheld even for so 
utilitarian a product as a safety 
razor. In the case of a container 
for a set of dental burrs, attention 
| was called to the necessity of pro- 
|tecting delicate instruments used 
|in dental surgery. The opinion 
rendered, however, labeled the item 
las “not sufficiently functional to 
warrant granting relief for use of 
this material.” 

Essential ingredients used _ in 
plastics, including phenol, urea and 
formaldehyde, were placed on the 
critical list several months ago. 


Names J. W. McPherrin 


John W. McPherrin, formerly 
an account executive in Lord & 
Thomas’ Chicago office and for 
many years associated with promo- 
tional activities in the drug field, 
has been named editor-in-chief of 


Larmon Appointed 
New President of 
Young & Rubicam 


New York, Dec. 18.—An expan- 
sion of Young & Rubicam’s top 
management personnel was dis- 
closed today with the announce- 
ment that effective Jan. 1, Sigurd 
S. Larmon will become president 
of the agency. At the same time, 
Chester J. LaRoche, now president, 
will assume the post of chairman 
of the board, while Raymond Rubi- 
cam will become chairman of the 
executive committee. 

Mr. Larmon joined Y&R 13 years 
ago as account executive. For the 
past decade he has been vice-presi- 
dent in charge of new business as 
well as several accounts. He was 
with N. W. Ayer & Son before 
joining Y&R, and previously he was 
sales manager of Western Clock 
Company. 

Members of the executive com- 
mittee, which will formulate com- 


“FINISH THE JOB" 


See New Threats 
to NAB’s Power 
in Radio Field | 


NIB Ele cts New Offi- 
cers; NAI Assails 
"Radio Royalists" | 


Washington, D. C., Dec. 18.—Re- | 
newed threats to the National As- | 
sociation of Broadcasters’ position | *--—---- - Srmetem tomeewen =! 
as the number one radio trade! ~ ay 
group were seen here this week fol- 
lowing election of a new slate of Sa 
officers by the National Independent | —- PisFss= SSE 
Broadcasters and a ringing denun- 
ciation of “radio royalists” by the 
newly-formed Network Affiliates, 
Inc. 

Although cancellation of NIB’s 
Chicago convention was necessi- 


Hal 


Newspapers in New York and Washi: o- 

ton carried this full-page Eastern 4, 

Lines copy, which may be extended ‘5 

20 other cities. Campbell-Ewald js tho 
agency. 


American Druggist, New York. 


Stanley Celebrates 25th 


pany policies, include Messrs. Rubi- 
cam, LaRoche and Larmon and J. 
H. Giese, treasurer. 


“The Stanley World,’ monthly 
employe publication of Stanley ‘ 
Works, New Britain, Conn., cele-| Raises Guarantee 


brated its 25th anniversary with a Stag, New York, has announced a 


32-page Christmas edition. Ken- 
neth Tuttle is editor. 


guaranteed net paid circulation of 
200,000. 


lt happen here! 


IOWA HOUSEWIFE 
Do you carry that new soap I saw ad- 
vertised in The Des Moines Register 
and Tribune? 


1OWA GROCER 
You bet we do. 


IOWA HOUSEWIFE 


Are many other women buying it? 


IOWA GROCER 


I'm swamped with orders! Everybody 
in Iowa must read The Register and 
Tribune. 


Just talk? No sir! In some Iowa cities 
every family in town reads The Des 
Moines Sunday Register. In all cities 
over 25,000 more than 65% of the fam- 
ilies read this one newspaper. In fact 
—throughout URBAN IOWA (lIowa’s 
top 89 cities) The Sunday Register is 
THE newspaper for 69% of the fam- 
ilies. 

At lowest milline rates in Iowa 
($1.59) advertisers get thorough cov- 
erage of America’s 7th market. Are 
you snubbing Iowa's half-billion dol- 
lar urban market? 


Sunday 376,947 


Daily 
Milline $1.59 


The Des Moines 
Register and Tribune 


Milline $1.59 


313,103 


|NIB’s new program. 
| NIB would seek to rival NAB were 
|discounted by Mr. 


chosen by a mail and telegraph 
poll of the membership. George B. 
Storer, Detroit industrialist 


nati, was named vice-president. 


for the past three years and direc- 
|tor of the Bulova _ stations, 
‘elevated to chairman of the board. 
E. M. Spence, general manager, 
| Station WWDC, Washington, con- 
tinues as secretary-treasurer and 
| Andrew W. Bennett as counsel. Mr. 
| Bennett’s Washington law offices at 
917 15th street, NW, remain NIB 
| headquarters. 


To Revitalize NIB 


| Mr. Storer was in Washington 


and 
owner of five stations, was picked 
to head NIB. L. B. Wilson, 
operator of Station WCKY, Cincin- 


Harold A. Lafount, NIB president 


tated by the war, new officers were | 


——— 


DeSales Harrison 


Heads Coca-Cola 
Bottling Company 


Chattanooga, Dec. 17.— DeSales 


| Harrison, who joined the advertis- 


was | 


| 


ing department of Coca-Cola Com- 
pany, Atlanta, in 1925, this week 
was elected president of the Coca- 
Cola Bottling Company, the parent 
bottling company which has its 


headquarters here. The company 
operates in Tennessee, Kentucky, 
Indiana, Ohio, West Virginia. 
Maryland, District of Columbia, 
Virginia, Delaware, New Jersey, 


| Pennsylvania and New York. 


Mr. Harrison continued as one of 


this week but did not disclose | the Coca-Cola’s advertising execu- 


Reports that 


Bennett, how- 
ever, although an effort will be 
made to revitalize the association 
and make it a more potent force in 
the field. 

Mr. Bennett said NIB will seek 
to maintain a friendly relationship 
with the Federal Communications 
Commission in the belief that dif- 
ferences can be worked out across 
the conference table. He added 
that he does not consider NIB a 
rival of any other trade group. 

Meanwhile, NAI established tem- 


| porary quarters here in the Munsey 


bldg., in the office of its counsel, 
Paul D. P. Spearman. An NAI 


| delegation called on FCC Chairman 


Fly, received his blessing, and out- 
|lined association policy. The state- 
ment of policy indicates that the 


|organization will be militant. 


Lobby Assailed 


The NAI statement attacked the 
“radio royalists” for discouraging 
/membership in NAI, condemned the 
|Sanders bill, blasted operators of 
| Super-power stations for their 
\“most heavily-financed lobby ever 
|organized in Washington to pro- 
;mote the interests 
|group,” and deplored unjustified 
|attacks on FCC. 

It is no secret that Chairman Fly 
wishes every success to trade 
groups which compete in any way 
with NAB. Since the open break 


of any radio} 


tives until 1930 when he was trans- 
ferred to the fountain sales 
division. He was elected a vice- 
president in 1932. After serving in 
New Orleans and Chicago he re- 
turned to Atlanta in 1934 as vice- 
president in charge of fountain 
sales. Last year he became assis- 
tant to the president of Coca-Cola 
Company in Atlanta. 


President Murphy 
Pledges NIAA Support 


The National Industrial Adver- 
tisers Association, Chicago, has 
pledged its cooperation in the war 


| effort in a letter from W. Donald 


| 


| between the head of the regulatory | 
body and the principal association, | 


Mr. 
that NAB is the tool of the net- 
works and cannot presume to speak 
for the entire industry. 


Melick Leaves Seagram 


James B. Melick has resigned as 
of sales 


| vice-president in charge 
j}and advertising of Seagram Dis- 


tillers Corporation, New York. He 
was formerly general sales manager 
of Hiram Walker & Sons, Detroit, 
vice-president of 
Holeproof Hosiery Company, Mil- 


|and previously 
waukee. 


Joins “Parade” Staff 


Francis J. Connaughton 
joined the advertising 
Parade, New York. 


rotogravure 


ciate publisher of the 


| American. 


has 
staff of 
He was for- 
merly advertising manager of the 
section of the New 
| York Times, and previously asso- 
Boston 


Fly has repeatedly charged | 


Es 


Murphy, president of the associa- 
tion, to President Roosevelt. 

In offering NIAA’s facilities to the 
President, Mr. Murphy emphasized 
that NIAA was well equipped to act 
as a means of liaison between “those 
prosecuting the war and those who 
provide the materials.” 


NEW HAVEN 
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“Jolli- 
pop” was first given to the world by 
the Bradley-Smith Company of ‘e¥ 


Candy on a stick, and named 


Haven. The name was designed for 
the exclusive use of the company, Ut 
was soon adopted by candy manu! «c- 
turers throughout the country «0d 
very rapidly became the designa!'on 
of the “all day sucker.” 


Che New Gaven Register 
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ADVERTISING AGE 


"A bird is an instrument working according to mathematical 
law, which instrument is within the capacity of man to reproduce... 
deficient only in the POWER of maintaining equilibrium. We may 
therefore say that such an instrument constructed by man is lacking 
nothing except the life of the bird, and this life must needs be 


supplied from that of man.” 
LEONARDO DA VINCI 


WHEN THE B-19 LEFT THE GROUND, and flew, the 
theories of Leonardo da Vinci came to a thrilling 
climax... Fully loaded, the B-19 weighs 82 tons. 
But its 8,000 horsepower, fed by 11,000 gallons 
of gasoline, flies the B-19 7,500 miles non-stop! 


Are 82 tons the limit? Of course not. What 
power can do with 82 tons, MORE POWER can 
do with even greater weight and bulk. Fuel, 
engines, propellers—not lack of weight—are 
the secret of flight that gets somewhere. 

7 y y 
Advertisers who use The American Weekly, the mag- 
azine distributed nationally through 21 great Sunday 


newspapers, experience, in their business, the lift and 
forward thrust of unrivalled POWER. 


TONS car FLY’ 


They learn that, for long flights, with heavy loads, 
there is no substitute for the volume of selling power 
which The Weekly releases in 7,323,945 homes 
(A. B.C. figures for 3 months ended March 31, 1941). 


For full throttle, they use one or more cycles of BIG 
COLOR PAGES in The American Weekly. With these 
power units a business, no matter how big, “has its nose 
up.” The controls are set for climbing! For example: 


The advertising of the Parker Pen Company has appeared 
in The American Weekly every year but two since 1925. 
It is a consistent user of BIG COLOR PAGES. The December 
7 back cover was the third Parker Pen BIG COLOR PAGE 
to appear in The American Weekly during the post eight 
months and the order has already been placed for color- 
page advertising in 1942. 


The management of the Parker Pen Company believes 
that dealer support is vital to the success of its advertising 
and thousands of window displays ore regularly provided 
by small retail stores and big department stores through- 
out the United States. 


Advertisers with less weight to lift—or those who are 
“cruising’’—get the power they need from regular con- 
tinuity of smaller color units in The Weekly—or these 
interspersed with black-and-white advertisements—or 
black-and-white space alone, ranging down to 28 lines. 


Branch Offices: Heanst Broc.. Carcaco 


Gesenat Motors Buoc., Dernorr 101 Manierta Sr., 


ERICAN 
WEEKLY 


“The Nation’s Reading Habit”’ 
Main Office: 959 Eighth Avenue, New York City 


5 Wintenor Square, Bosros 
ATLANTA 


Behind a closely guarded curtain—in secrecy and 
silence— 500 engineers, technicians and mechanics 
worked 4 years to perfect America's greatest aerial 


weapon—the formidable Douglas B-19 super-bomber. 


Regardless of size, the POWER is there—for these 
smaller advertisements also reach 7,323,945 homes— 
the greatest mass market of all time, at the lowest 
cost in the history of advertising. 


1942 will be a POWER YEAR such as America has 
never known. The opportunities will be great—but 
the loads will be enormous. The advertiser who is 
hoping and planning to “keep his nose up” with 
dribbles of power—a little magazine, a little news- 
paper, a little radio, a lithe ourdoor—would do well 
to pause and consider, right now, the feeling of con- 
fidence that would shoot through his organization if 
the POWER of The American Weekly were under 
his throttle hand. 


Remember, The American Weekly audience alone 
is big enough, and will buy enough, to take the entire 
output of most products for years to come! 


ry ry ry 


The proof is ready—a major presentation, entitled 
The Advertising Dollar. Compact. Clear. Conclusive. It 
can be presented in three-quarters of an hour. And 
the advertiser who plans for '42 without this vital three- 
quarter-hour of preparation will miss the most cogent 
grouping of facts that can be brought to bear. 


Ancape Binc., St. Lours 
Epison Buoc., Los Anceces 


Hansa Bupc., Crevetano 
Heanst Bioe., San Faancasco 
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ADVERTISING AGE 


ROSS their bridges when they come to them? 

No, they are studying today the bridges they 

will be crossing tomorrow, choosing the ones that will 
most surely take them and their children to a better world. 


These are the people who are ever looking ahead, ever 
trying to improve the imperfect present so that it may 


sets its course as they do for a better way of life. 


If your product or service can offer them a means of 
becoming healthier, happier, more successful men and 
women, these forward-looking people will listen to your 
story; and if you tell it well enough they’ll buy. 


For most of these people are in the peak of the buying 
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lead them into a more perfect future. They are dreamers, 
but they dream of possibilities and start molding them 
into realities. 


market—where you get your volume sales. As in any 
cross-section of America, some are rich, some are poor; 
but the majority are the important middle classes that 


Naturally these forward-looking people turn toa maga- 4ccount for 60% of all sales. 


zine that examines the present as they do, that strives 
to answer the questions that are perplexing them, that 


Because Liberty helps to shape their future, Liberty has 
become the guiding force behind their actions. 


Y @, eta h al wee oY Es Pigs % % oe Aedes FE SE tis oe '/ 


This Chart Shows You What One Dollar = 
Will Buy in Black & White perersne FER: 


: ae : =n . , Pree 
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— families of which 146 are in the “A” and “B” income | 
_ groups. 331 are in the prosperous eg 
- brackets, and 23 are in the’“E” class. 
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families. Few reach far into the “E” families. a 
PEAK of the market, however, where 60% of all sales 
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ADVERTISING AGE 


Wie? eee, 
we 


December 22, 1941 


“Philadelphia Ledger” 
Likely to Be Sold 


Although the federal district 
court last week gave the temporary 
management of the Philadelphia 
Evening Ledger an extension until 
Dec. 29 to attempt te reorganize its 
capital structure, the staff has been 


advised that there is no hope of 
reorganization or inside financing, 
and the property will therefore 


probably be advertised for public 
sale shortly after the expiration of 
the period of extension. 


“Day” Names Zuckerman 


Samuel Zuckerman, formerly 
financial and business editor of 
Jewish Day, New York, has been 
appointed general manager. 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 
BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N. Y. 


Senate to Take Up 
Price Control Law 
Early Next Month 


Washington, D. C., Dec. 18.— 
Price control legislation will reach 
the floor of the Senate Jan. 3, it 


was disclosed today, and the bill | 


which emerges from 
House and goes to conference is 
expected to resemble closely the 
measure originally proposed by the 
administration last summer. 
Senate banking committee hear- 
ings ended yesterday, and a sub- 


the Upper 


committee has started to shape the | 


final form of the committee’s rec- 
ommendations. Several proposals 
which were voted down in the 
House are slated for inclusion in 
the Senate version, 
power to license business as a 
means of forcing compliance. 

The word “advertising,” not here- 
tofore included in the bill despite 
considerable discussion of the sub- 


ject, is now in the bill before the 


Senate committee. The House 
adopted an amendment barring 
compulsory changes in distribution, 
but did not mention “advertising” 
as such. At the instigation of 
Price Administrator Leon Hender- 


son the language was altered prior | 
to Senate committee consideration. | language will be a matter to be set- | 


Senate Protects Advertising 


This provision, Section 2 (G), 
reads as follows in the House-ap- 
proved bill: “The powers granted 
in this section shall not be used or 
made to operate to compel changes 


in the business practices or cost| tries will continue to sponsor its | 
_national waste paper conservation | 
| drive, which so far has resulted in 


practices or methods, means or aids 
to distribution, except to prevent 
circumvention or evasion of any 
ceiling established under this act.” 

The same section as considered 
by the Senate committee now 


|reads: “The powers granted in this 
including the | 


section shall not be used or made 
to operate to compel changes in 
any business practices or cost prac- 
tices or methods, relating to adver- 
tising, which are established in any 
industry as means or aids to dis- 
tribution, except to prevent circum- 


vention or evasion of any ceiling 


established under this act.” 


It is expected that the Senate | 


committee will accept the latter 
'version. If that proves to be the 
case, and no changes are made in 
floor discussion, the difference in 


| tled by conference committees after 
Senate passage. 


Wastepaper Drive 


| Will Continue 


| Waste Paper Consuming Indus- 


/an accumulation of 24 per cent 
more waste paper than a year ago. 
The spot radio campaign will be 
renewed over 125 radio stations in 
37 cities. Olian Advertising Com- 
pany, St. Louis, is the agency. 


Adds Ade-O-Matic 


Ade-O-Matic Company, Chicago, 
has named Cummings, Brand & 
McPherson, Rockford, II]., to direct 
its advertising. James R. McPher- 
son is account executive. 


have slipped your 


It may well be 


It may be the 


What is institutional advertising‘ 


than about the goods it sells . 


G 


Harris & wid 


‘I'd like to see more institutional 
copy of the type that has been 
running recently. Some of it 
has been very good”’ 


Leon Henderson, at Hot Springs 


N the many important things said at the 


ANA-AAAA 


convention that im- 


promptu comment from Leon Henderson may 


attention. 


the most important remark 


to come out of that convention. 


answer to the problem of 


Advertising during the War. 


Simply 


that which talks about your company rather 


. . tells perhaps 


of the services which your company is render- 


ing the nation, or is equipped to render. 

In a period when sewing machine firms 
make fuse parts and vacuum cleaner manu- 
facturers turn out cannon, your own com- 
pany’s future may quite possibly depend not 
upon the products it makes but upon the 
services it is capable of performing. 

The place to tell about those services and 
about your company is in the columns of The 
Washington Post, whose circulation includes 


the most important people in America: official 


Washington. 


The Washington Post 


Washington's Home Morning Newspaper 


Represented by Osborn, Scolaro, Meeker & Co.. New York, Chicago, Detroit and St. Louis: George D 


. Close, Pacific Coast. 


AIR-RAID GOODS 


; P LOOMINGDALE’S IS PREPARED 
a TO HELP YOU PREPARE FOR 
POSSIBLE EMERGENCIES! 


oy 


Prepared for any emergency, Blooming- 
dale's, New York, used large-size news- 
paper space to describe the air-raid 
materials that Londoners have found 
useful. Another department store, 
Kresge's, in Newark, simultaneously an- 
nounced the opening of a “blackout 
shop.” 


Jergens Schedules 
Biggest Campaign 
of All tor ‘42 


New York, Dec. 17.—Andrew 
| Jergens Company will launch the 
| most extensive campaign in its his- 
|tory in 1942, according to plans 
revealed at the annual sales con- 
vention here this week. 
Advertising of Jergen’s lotion will 
be increased while magazine adver- 


tising of all Jergens - Woodbury 
products will use four times as 
much full color as ever before 


Most of the copy will feature well- 
known debutantes and screen stars. 


The three Jergens radio pro- 
grams, “Jergens Journal,” with 
Walter Winchell and “The Parker 


| Family” on the NBC Blue and Red 
| networks, and “The Adventures of 
the Thin Man” on the NBC Red, 
continue. Lennen & Mitchell directs 
the account. 


J. S. Duncombe Resigns 

John S. Duncombe has resigned 
as manager of the advertising and 
news bureau division of the Me: 
chandise Mart, Chicago. He for- 
merly was in the = advertising 
|department of R. Cooper, Jr., Chi- 
cago distributor for General Electric 
appliances. Mr. Duncombe’s duties 
at the Mart will be taken over by 
J. N. Stewart, who also will con- 
tinue as manager of the home 
furnishings division. 
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The emptiest shelf in the business world 
today is the shelf that business used to 
put its own men on. 


The ‘‘Forty-Plus Clubs’’ are proof of 
that. 


Only 2 years before this War, they were 
springing up all over, to help ‘‘old men’’ 
find executive positions. But today— 
well, look at Milwaukee. 


Its club has just one member left—the 

President. He has just one job left— 

answering employers’ calls. And just 

one answer—'‘Sorry, no men available.’’ 
ee ee 


Defense has put priorities on men as 
well as materials. The 22 key Defense 
centers, that have almost 60% of the 


orders, are grabbing all the man-power 
in reach. And importing plenty from 
other sections. 


And because men have families, and 
families have needs, these 22 big city 
areas (which have always been your 
Primary Markets) are more important 
than ever today. 


For example, Detroit’s bustling depart- 
ment, stores are ringing up 23% more 


than last year . . . Washington’s food 
sales are up 20%... Indianapolis shows 
a 38% gain in luxuries... And so on 


down the line. 
ee © e 


For the magazine advertiser who wants 
every dollar to count today, there are 


2 simple rules: (1) Hit the big Defense 
centers hardest. (2) Cut through all in- 
come groups, for this is an ‘‘all-out’’ 
boom. 


And for the man who thinks this can’t 
be done with magazines, there’s one 
simple answer: THIS WEEK Magazine 
is doing it. 

THIS WEEK was designed to concen- 
trate on the busy Big City Markets. It 
covers the 22 centers above as thor- 
oughly as their own Sunday newspapers. 
In fact, as thoroughly as the next 4 na- 
tional weeklies, or the top 4 women’s 
magazines, combined. 


THIS WEEK 


SELLS THE KEY MARKETS 
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News Magazines 
Scrap Copy, Rush 
Revised War Issues 


Hawaii Attack Forces 
Last-Minute Changes in 
Publications 


By IRWIN ROBINSON 
(Other Pictures on Page 31) 


New York, Dec. 17.—The shots 
that rang out in Pear] Harbor on! 
Dec. 7 shattered the Sabbath quiet 
of all America, but nowhere did a 
more electric atmosphere spring 
into being than in the offices of 
leading weekly news magazines. 
The Dec. 15 issues of Time and 
Newsweek were virtually complete, | 
and the same issue of Life had 
closed the night before, when the | 
nervous dangling of teletype signal 
bells at 2:30 p. m. Sunday heralded 
the news. 

Immediately 
motion a 
manpower 
in 


was set in 
of editorial 
unprecedented 
history, and the 


there 

marshaling 
perhaps 

publishing 


scheduled contents of the three 
magazines were either completely 
yanked out or rewritten to reflect 
the momentous events occurring in 
the Pacific. 

One of the most spectacular as- 
pects of the operation was Time’s 
scrapping of 1,000,000 front covers, 
the fourth time in six months that 
an important news break has dic- 
tated such a course. Instead of 
“Gestapo Executioner Heydrich,” 
whose mug was also ditched on a 
previous occasion, the Dec. 15 cover 
featured U. S. Admiral Kimmel, 
since removed as commander of the | 
Pacific Fleet. Orders for the new | 
color plates were transmitted to the | 
Donnelley plant in Chicago only a| 
few minutes after the Hawaii flash | 
came in. Special crews of pressmen 
were enlisted and foundry men | 
were put to work swiftly making | 
duplicate plates. In record time | 
presses were turning out covers | 
at the rate of 65,000 an hour. Be- | 
cause part of the magazine proper | 
is run off in Philadelphia, a special | 
plane was chartered in Chicago to | 
rush five tons of finished covers 
eastward, arriving Tuesday morn- 
ing. 


Uses New Section 


Meanwhile, staff members who! 
had a day off hurried to the office | 
as soon as they heard the news. 


Virtually every section of the maga- 


| 


zine was revamped to make room 


for a new 10-page section, ““America 
at War,” and to inject a war slant 


| into such departments as “Religion,” 


which reported what was happening 
to U. S. missionaries in Japan, and 
“Press” and “Radio,” which re- 
ported the handling of war news by 
all vehicles of communication. 
Time’s teletypesetting equipment, 
which transmits copy simultane- 
ously to Chicago and Philadelphia, 
began feeding the new contents and 
a final check Tuesday morning, Dec. 


9, disclosed that the complete revi- | 


sion resulted in a closing date only 
two and a half hours later than 
usual. The teletypesetter finished 
its job at 5:30 a. m., EST, and final 


okay on the press run came 
through at 7:30 a. m., EST. Fin-| 
ished copies were delivered on 


schedule Thursday. 
Adds Four Pages 


At Newsweek changes were like- 
wise ordered as soon as the news 
of Pear] Harbor came over the wire. 
The printing plant in Dayton was 
ordered to stand by for instructions 


|} and soon word was transmitted that 


the cover already on the presses 
was to be dropped in favor of one 
showing U. S. naval guns in the 
Pacific. Fortunately, substitute 
plates were already on 


Tieeesecn auth’; 


In the one corner of 


ships formed and the old ones 
srowing stronger with each passing year. As we 
hopefully look forward to the future, we are 
érateful for your friendly patronage. To folks like 
you, who have in so many ways made our journey 
through the past a pleasant one, we pledge a new 
our sincere efforts to merit your continued pa- 
tronage. May you have a Joyful Yuletide and a 


Prosperous New Year. 


WALLACE-MILLER COMPANY 


where the guiding 
peace still beckons to mankind, 
we pause and look back with 


joy to the many new friend. 


N CHICAGO 


the world, 


light of 


| of the 
delivered on schedule. 
| One interesting sidelight of the 
| nerve-wracking pressure beginning 
| Sunday night was the sudden reali- 


hand for 


taken 


just such an emergency. 

Staff members rushed back to the 
office from their day off and confer- 
ences began on new text. The 
photographic department rounded 
up about 200 pictures from its 
morgue and from news services. 
Map artists were put to work. By 
5 p. m. the new layout was ready, 
with four pages added to the issue. 


Typists and _ researchers’. bustled 
about. Teletyping circuits were 
opened and copy was_ rushed 


through to Dayton. 

Final closing was achieved on 
Tuesday, about eight hours later 
than schedule. Instead of the four 
hours ordinarily required between 
the receipt of layouts and locking 
up forms for an average depart- 
ment, the plant performed the job 
in one hour and a quarter. In spite 
late closing, copies 


zation by an editor that General 
Fuqua, Newsweek’s military expert, 
was on his way to England as a 
passenger on _ a_-_e transatlantic 
bomber. The General was contacted 


in Montreal and managed to fly 
back to New York in time to 
pitch in. 
“Life” Makes Changes 
The interval allotted Life to 


transform its Dec. 15 issue into a 
war number was considerably less 
than the “leisure” enjoyed by the 
other two magazines. Since the 
issue was closed Saturday night, the 
Life offices were virtually deserted 
Sunday when the Hawaii flash 
arrived. Quick calls, however, sum- 
moned staff members from within 
the city as well as from Long Island, 
Westchester, New Jersey and Con- 
necticut. Many arrived before the 
calls reached them. The _ produc- 
tion department in Chicago fur- 
nished a brand new schedule and 
the job of preparing the first seven 
pages of war news was under way. 
In addition, extensive text changes 
were made on two other stories. 

For two hours all hands searched 
frantically for pictures, put in calls 
for help from news agencies, lined 
up photostat services, and made 
plane reservations. By 5:45 p. m., 
Sunday, about 1,000 pictures were 
on the managing editor’s desk. 
Within an hour 13 had been se- 
lected and a seven-page layout was 
drafted and sent out to be photo- 
stated. At 7:30 p. m. a Life editor 
left Radio City for La Guardia air- 
port and Chicago, thereby just man- 
aging to squeeze inside the deadline 
set by the production department. 
All but 125,000 of the 3,400,000 
copies printed contained the new 
war material. 

The “March of Time” also swung 
into action Sunday and within three 
days turned out a new film, “Our 
America at War,’ which is now 
being shown in theaters throughout 
the country, instead of the “Free 


| France” issue originally scheduled. 


Work began late Sunday night. 
Script was written, sequences were 
from the “March of Time” 
film library, and seven camera 
crews in Washington, Norfolk, Jack- 
sonville, Charleston, Portland, Ore., 
San Francisco and out at sea began 


grinding away. 
On Monday the editorial staff 
started putting together the film 


that was pouring in from all areas. 
By 2 p. m. script and musical score 
were sufficiently organized to per- 
mit the “Voice of Time” to make a 
recording. Distribution of the new 
film began on Wednesday and first 
showings took place the following 
day. 


In contrast to this three-day job, | 
issue ordinarily | 


a “March of Time” 
takes several weeks to complete, 
with editing alone requiring a fort- 
night. 


“Liberty” Adds Two 

Robert F. Greene, formerly on 
the sales staff of Texas Daily Press 
League, New York, has joined the 
New York sales staff of Liberty. 
Clay E. Forker, formerly assistant 
account executive with Campbell- 
Ewald Company, Detroit, has 
joined Liberty’s Southeastern sales 
staff. His headquarters will be in 
New York. 


were | 


SPEED NEW COVERS 


New covers of the Dec. 15 Time—f ve 
| tons of them—are being rushed to Ph. 
| delphia by special plane from Chicago. 

Part of the magazine is printed each 
| week in the Eastern city and the rush 


shipment was ordered after the cut- 
break of war dictated a quick change 
in Time's makeup. 


Gillette to Air 
Four Year-End 
Grid Battles 


New York, Dec. 17.—Football’s 
annual “bowl” classics will provide 
a field day for Gillette Safety Razor 
Company, which will 
broadcasts of four of the clashes at 
the turn of the year. The games 
are the East-West All-Stars, Cot- 
ton Bowl, Sugar Bowl and Orange 
Bowl. 

Of the four broadcasts only the 
East-West game will be affected by 
the war. Originally scheduled for 
San Francisco on New Year’s Day, 
| the battle has been shifted to New 
Orleans where ii will be played 
Jan. 3 and aired over the Mutual 
Broadcasting System. The Rose 
Bowl game, which has also been 
transferred from the West Coast, 
has not been taken up by any spon- 
sor. 

For the third year Gillette will 
sponsor the Sugar Bowl game, fea- 
turing Fordham and Missouri, New 
Orleans, Jan. 1, over NBC: and the 
Orange Bowl clash at Miami, be- 
tween Texas Christian and Georgia, 


sponsor 


Jan. 1, over CBS. The new addi- 
tion to Gillette’s schedule is the 
Cotton Bowl, Texas A. & M. vs 
Alabama, at Dallas, Jan. 1, over 


|MBS. Gillette sponsored the East- 
West broadcast for the first time 
last year. 


Gives Defense Stamps 

Kroll’s, Rochester, N. Y., women’s 
apparel store, will refund five per 
cent of each purchase made in the 
store to the customer in defense 
bonds and stamps. Charge account 
customers will receive stamps as 
payments are made. 
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OPA Unit Attacks — 
Claims for High 
Octane Ratings 


Says Motorists ''Wast- 
ing Millions’ Annually 
on High Grade Fuels — 


seems clear, however, that the in- 
tended target is Ethyl Gasoline Cor- 
poration. The statement mentions 
“estimates of the industry that a 
reduction of regular gasoline from 
75 to 70 would cost $250,000,000” 
and Ethyl is known to have set 
that figure when the prospect of a 
lower octane rating for motor fuel 
arose recently. 

The government’s interest in oc- 
tane ratings stems from the fact 
that two scarce war materials, lead 


| and chlorine, are used to “step up” 


the octane, or anti-knock quality, 


_of gas. In addition, there is a heavy 


By A. P. MILLS 


Washington, D. C., Dec. 16.— 
Taking a veiled crack at all gasoline 
advertising which claims improved 
performance through increased oc- 
tane ratings, the consumer division 
of the Office of Price Administration 
has branded as “exaggerated and 
misleading” the contention that a 
cut from 75 to 70 in the octane rat- 
ing of motor fuel would reduce 
mileage as much as 10 per cent. 

The statement, which may be- 
come a “cause celebre” before the | 
howls of protests from petroleum | 
interests have _ subsided, termed | 
“particularly absurd” assertions | 
that a five-point reduction in octane 
rating of regular gas would result 
in a 5 per cent increase in gasoline 
consumption. 

The statement also attempted to 
uproot other concepts firmly im- 
planted in the public mind through 
the expenditure of millions of dol- 
lars worth of advertising. Names 
of the authorities for the engineer- 
ing information were not given, 
being referred to as “engineering 
consultants of the division.” 


Upholds Lower Ratings 


“Most cars will operate as ef- 
ficiently on fuels with a 70 octane | 
rating as they do on higher octane 
fuels,” the consumer division claims. 
“Many late model cars can operate 
without undesirable knocking on 
gasolines with an octane rating as 
low as 65. Third grade gasolines 
with an octane rating as low as 60| 
are quite satisfactory for older cars, 
and for several of the latest models. 
Gasoline with an octane rating 
higher than needed by the car will 
not give udded power or improved 
car performance in any respect.” 

The statement also asserts that 
“a slight amount of ‘pinging’ on 
rapid acceleration or under heavy 
loads on hills is not harmful to a 
car. In fact, auto mechanics often 
listen for a slight ‘pinging’ to indi- 
cate that the spark is adjusted to 
give maximum gas mileage.” 

Other consumer division claims 
include: only a few late-model cars 
require gas with a rating as high as 
75, a level reached in most regular 
brands only within the past three 
years; motorists are now wasting 
millions annually in burning higher 
grade fuels than their autos need; 
and in only a “very few cases” 
would an inexpensive change in 
ignition timing be required to elimi- 
nate knocking on 70 octane gas. 

The OPA pronouncement makes 


no direct reference to any industry | 


claims based on octane ratings. It 
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war demand for 

and tetraethyl lead. 
Behind the OPA pronouncement 

is an interesting tug-of-war which 


high-grade gas 


involves the entire petroleum in-! 


dustry. Ethyl produces its own 
chlorine and is building new plants 
which will give it an excess which 
can be diverted to war needs. Ethyl 
has been consuming about eight per 
cent of the nation’s lead supply. In 
answer to lead priorities which 
threaten to put the company out of 
business, Ethyl has agreed to pay 
premium prices to get lead from 
marginal producers not now in pro- 
duction because the government- 
regulated price level does not make 
operation profitable. Defense chiefs 
have yet to render a final decision 
on that plea. 


Propose Uniform Cuts 
Most leading oil marketers are 
customers of Ethyl, using its prod- 
uct to make premium grades out of 


regular. In view of the prospec- 
tive loss of Ethyl supplies, Ethyl 
having already put its customers 
on a ration basis, it has been pro- 
posed that the whole industry agree 
on uniform reductions in octane 
ratings for motor fuels. Such a 
plan would mean that what are now 
“extra” grades would correspond 
roughly to present “regular” grades. 

The difficulty with such a pro- 
gram is that some oil marketers use 
no Ethyl. The Sun Oil Company, 
for example, sells only one grade 
which is made by the Houdry pro- 
cess. Neither lead nor chlorine is 
needed in its production. Sunoco 
would seem to enjoy a favored posi- | 
tion unless and until a uniform plan | 
is put into effect which would force 
the company to reduce the grade of 


its gas even though no lead or 
chlorine is involved. 

On the other hand, Sun has prob- 
lems of another sort. Making Sun- 
oco by the Houdry process involves 
the use of ingredients which must 
be obtained from the West Coast. 
Transportation has been by tanker 
through the Panama Canal and 
some of the tankers have already 
been commandeered by Uncle Sam. 


Mass production methods 
make Artkraft superior 
quality available at com- 
petitive prices. 


ty ARTK 
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\2 months report 


\0 


\\Q) advertisers 


{OM 


station WABL 


period.” 


Advertisers (110 in all) invested more money 


in WABC time and facilities during 1941 


than in any previous year. Each of them 


i a bought something more than a “time 


For WABC also delivered to advertisers, in 


1941, the fruits of three major accomplishments in American radio. In brief : 


ITEM |: MAN-MADE “COLUMBIA ISLAND” 


During 1941, WABC put into operation 


radio's finest transmitter. lt stands on a 


man-made island, buih ._ 


waters of Long Island Sound. one mile off 


mitter, is now being corroborated (and 
expanded) by actual signal-strength tests 


in the field. Here is the world’s largest 


single market — grown larger still! 


sut of the 


New Rochelle. From its 410-foot tower 


WABC now beams a salt-water-borne 
signal —with new strength, new clarity, 


new brilliance —in every direction! 


ITEM 2: 1,000,000 MORE LISTENERS 


During 1941, with the move to “Columbia 
Island”, WABC gained 1,000,000 addi- 
tional listeners! This net increase in 
WABC’s audience, based on engineers’ 
comparative estimates of effective signal- 


strength coverage areas for the new trans- 


ITEM 3: TOP STATION—WITH ALL LISTENERS 


During 1941, as for many years past, 
WABC re-earned its title of “New York’s 


best-known and best-liked station’ Begun 


in May, 1941, three bi-monthly reports 


have been issued to date in the C. E. 


Hooper “Continuing 


in five... 


Measurement of 


Radio Listening in New York”, These 
reports show that of the nine Morning, 
Afternoon and Evening Station Listening 
Indices, WABC wins a clean-cut first place 
and comes within 1 (average) 


of first place in the remaining four! 


The auguries for sales-productive advertising in 1942 are unmistakably clear. 


They point to WABC as the first advertising buy in America’s first market! 


WABE NEW YORK- 50,000-WATT KEY STATION OF THE COLUMBIA BROADCASTING SYSTEM 


Owned and operated by the Columbia Broadcasting System. Represented tae 


by Radio Sales with offices in Chicago, St. Louis, Charlotte, San Francisco, Los Angeles 
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First World War 
Linage Trends 


Uncertain Guide 


Conflict's End Brought 
Mounting Totals, Briefly 
Halted in 1921 


By FRANK HICKS 


Chicago, Dec. 17. — Although 
precedent is regarded as a dan- 
gerous bellwether for business in 
these days of transition and world- 
shaking events, advertising can find 
a few crumbs of comfort in the 
advertising record of the first World 
War years. But there is bitter with 
the sweet which may be magnified 
in the current World War not only 
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because of the larger scale on which 
it is being fought but also because 


of the increasing restrictions on 
materials. 
As long as the United States 


wasn’t involved in the first World 
War, newspaper linage, for instance, 
showed a steady gain, but when 
this country put its shoulder to the 
wheel in an all-out effort to save 
democracy and end all wars there 
was a slowing up of the forward 
impetus, due in part at least to 
newsprint restrictions which forced 
rejection of advertising. The end 
of the war, however, signalized a 
huge upsurge, which lasted until 
the “depression” of 1920-21 damp- 
ened advertisers’ ardor temporarily. 

Newspaper linage figures in 23 
leading cities of the country during 
the first World War, as compiled 
by Editor & Publisher, show the 
following totals: 


1914—662,586,532 
1915—668,738,839 
1916—750,629 333 
1917—769,734,736 
1918—743,206,365 
1919—1,028,047,134 


How Chicago Reacted 


Here’s the story in figures of 
advertising linage in Chicago news- 
papers during the first World War 
years, slightly varying from the 


national trend but indicative of it: 


1913—51,750,636 
1914—50,193,075 
1915—49,985,274 
1916—57,209,433 
1917—55,609,662 
1918—47,856,510 
1919—66,873,354 


That last figure in both tabula- 
tions showing a remarkable climb in 
advertising interest, may or may 
not afford a shining light to guide 
the space salesman through the fog 
and uncertainty of a country up to 
its neck in a war of unprecedented 
proportions. It is interesting to 
note that in the last World War, 
at least, there were varying reac- 
tions on the part of local and na- 
tional advertisers early in the con- 
flict, with national advertisers 
showing a tendency to pull in their 
horns while local advertisers were 
grasping at the opportunity offered 
by expanding payrolls as more and 
more industries went into war pro- 
duction. 

In general, the trend of magazine 
advertising linage in the first World 
War was similar to that of news- 
papers with a certain amount of 
uncertainty affecting the totals, but 
with 1919 figures again showing 
how advertisers, under the impetus 
of victory, increased incomes from 
the war and possible backlogs of 


Oo So was titled the oft-repeated lecture that endowed a university. 
It was simply the story of the man who refused to rush off to the 
far corners of the globe for treasure ...who did find fortune in his 
own backyard, when he looked for it. 


We've been looking in our own backyard for a change! 


And we've rediscovered an obvious fact. 


We'd like to tell you about it. Not because it is a good description 
of Cosmopolitan’s value (though it is), but because primarily it 
tells the story of monthly magazine value. 


Cosmopolitan representatives are now reporting to advertisers and 
agents. To hasten your turn may be worth your writing us, since 
the facts have proven so interesting that they already have influ- 


enced some 1942 plans. Harry M. Dunlap, 
Publisher, 959 Eighth Avenue, New York 
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Exhibitor Forums 


SPECIAL APPEALS MARK UTILITY WAR ADS 
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IT IS ALL OUT 
FOR AMERICA NOW! 


* 


EMERGENCY 
REQUEST 


important message 
to telephone users 


IN NEW ENGLAND 


Messages asking the public not to hamper telephone lines during air raid alarms 


dominated the first wartime copy released by the nation's utilities. 


Restricted 


telephone use was asked—during air raid warnings—in New York state and 
throughout New England. Washington ‘phone users were urged to give govern. 


ment calls the 


right of way. 


| departure 


spending power and buying needs, 
reacted with mounting demands for 
space. 

Curtis Linage Totals 


An accurate guide on the general 
trend is offered by the Curtis Pub- 
lishing Company’s linage report on 
its three publications, Country Gen- 
tleman, Ladies’ Home Journal and 
The Saturday Evening Post: 


1913—1,978,918 
1914—2,068,991 
1915—1,975,793 
1916—2,613,379 
1917—3,282,009 
1918—3,502,489 
1919—5,453,142 
1920—6,428,529 
1921—3,634,297 


The only variant in the Curtis 
trend from the magazine trend for 
the country as a whole was revealed 
in 1918 when national magazine 
totals are reported to have declined 
somewhat while Curtis was regis- 
tering a gain. The general business 
decline of 1921 also is sharply re- 
vealed, but it was only a brief halt, 
the reckless business adventures of 
the twenties rapidly taking the 
totals higher and higher until ex- 
panding consumer buying power 
finally ran out of steam in 1929 and 
1930. 


M-G-M Schedules 


in 25 U. S. Cities 


New York, Dec. 16.—Aiming to 
improve the merchandising methods 
of small town exhibitors, Metro- 


Goldwyn-Mayer Pictures Corpora- 
tion has instituted a series of ex-| 
hibitor forums in key cities} 
throughout the country. An unusual 
in motion picture mer- 


_chandising, the forums are built} 


around the various means of 

creasing box office receipts. 
The first forum, conducted by | 

M-G-M at Columbus, O., was at-| 


in- 


| tended by 268 exhibitors, represent- 


ing 700 theaters, who discussed how | 
to improve newspaper advertising, | 


_in addition to the problems of ex- | 


_ploiting practical ideas and taking | 


advantage of civic activities, both 
with the idea of making the public 
more motion-picture conscious. Dis- 
cussion of newspaper advertising 
was led by William Greene, of the 
Bureau of Advertising, ANPA, who 
illustrated his talk with colored 
slides showing examples of good 


,and bad advertisements. 


M-G-M plans to hold forums "| 


25 cities. 


Philco Uses Double Truck 
to Boost Holiday Sales 


Philco Distributors, Inc., Chicago, 
took a double truck in the Chicago 
Herald-American Dec. 10 to boost 
Christmas sales of Philco radios. 
The  pre-holiday buying boom, 
which usually begins in October, 
failed to materialize this year 
although sales during September 
were exceptionally heavy, probably 
due to excise taxes which became 
effective Oct. 1. 

A list of Phileco dealers oper- 
ating both in the Loop and in resi- 
dential and suburban business 
districts, was carried in the adver- 
tisement, which was a one-time shot 
and confined to the Chicago area. 
It featured the offer of a Webster's 
universal unabridged dictionary 
and bookends free with the pur- 
chase of any Philco cabinet model. 
A coupon was published in the ad 
which, with ten cents, enabled shop- 
pers to get hang-up art plaques. 
R. N. McKinney is advertising man- 
ager. 


Anderson Adds Two 


National Newark & Essex Bank- 
ing Company, Newark, N. J., has 
named Merrill Anderson Company, 
New York, to direct a trust adver- 
tising campaign. Robert E. Farley 
Organization has also named the 
Anderson company as agency. 


ll 


FIRST 
IN ST. LOUIS 


In national spot and 
local commercial 
quarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 
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1941 ADVERTISING AGE 
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Advertising Age was founded twelve years ago to fill a 
need for quick, accurate, complete news of the merchandis- 
ing and advertising world—a service which was not the 
primary or exclusive function of any existing advertising 
publication. 


Its advent was marked by skepticism on the part of many 
advertising “prophets.” No publication, they said, could 
enter the advertising field with an exclusive news function 
and hope to prosper. There wasn’t enough news, they in- 
sisted, and even if there was, it wasn’t of vital enough inter- 
est to merchandising and advertising executives to enable a 
newspaper to survive. So they sat back complacently to 
await the demise of what they cailed a “brave but misguided 


and futile effort.” 


Other 
advertising and merchandising men, more interested in the 


But the “prophets” were in a decided minority. 


day-to-day operation of their businesses than in prophecies, 
welcomed Advertising Age with open arms. ‘They needed 
information above all else to keep abreast of lightning 
changes, and in The National Newspaper of Advertising 
they found, for the first time, complete, accurate, quick 
presentations of the news, in a newspaper format that was 


made to order for busy men. 


As the world moved into the hectic, topsy-turvy days of 
depression, and as it slowly and uncertainly moved out, 
NEWS become more and more the one vital, dominating 
force in all sales strategy. Copybook maxims, ivory-tower 
planning was out. Out forever. Lightning-like changes in 
market structure, crackdowns by legislative and govern- 
ment agencies, tremendous shifts in public thought and ac- 
. laws . new media... 


tion patterns. . .. regulations... 


new sales strategies . tumbled over each other in an 


unending flood. 


ADVERTI 


News .. 


was the vital need of the day. 


. information... quick, complete, accurate —that 


Advertising Age met that need, better and better as the 
weeks and the years rolled on. The editorial staff grew and 
grew from two to eleven; competent observers and reporters 
were spotted in more than 70 major markets; the editorial 
budget went up and up and up; news by telegraph and by 
long distance telephone became the order of the day; a full- 
fledged Washington editor (the only one in the field) blos- 
somed forth to really cover the vitally important govern- 
ment front. 


Kven the advertising “prophets” began to admit their 
mistake. Advertising Age provided a needed and a wanted 
Once it 


was “just another advertising paper’; now it is the advertis- 


information service—the most vital in the field. 
ing paper, as is dramatically demonstrated by the fact that 
eight consecutive independent readership surveys in the past 
eighteen months have shown Advertising Age first’ in 
readership and preference. And those who had something to 
say or to sell to the advertising field also became aware of 
the “new order” in the field: Advertising Age now carries 
more accounts and more advertising linage than any other 
advertising or marketing publication. 
*“* * 
Now war comes to complicate and confuse the already 
highly-complicated task of selling goods and services, and 
fast and accurate information and news become more vitally 
important than ever before. With the largest and most 
competent staff it has ever had... with twelve years of 
experience behind it... Advertising Age is ready to supply 
that need more quickly, more completely, more adequately 


than ever. 


We're doing business at the same old newsstand! 


SING AGE 


If you have something to say or to sell to the national advertiser and his agency, this is the place to say it and sell it! 


We're Doing Business 
ll At the Same Old Stand 
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Advertising for Uncle Sam 


Advertisers are ready and willing; benefit of mass dissemination 
to do their share in behalf of the | necessary information through ad- 
national war effort through promo- vertising. 
tion of defense bonds and stamps | ADVERTISING AGE recently pub- 


| lished a story from its London cor- 
and other government activities in | 
- respondent, pointing out that the 


their advertisements and on their) ~"*. 

di A b amount of British government is placing ap- 
adio programs. vast amo oO ; ‘ 
, Prog 2 : proximately one-third of all the 
space and time has been used and 


| advertising now appearing in pub- 
will continue to be used by leading | lications. 


advertisers in all lines as a plus 
contribution to victorious prosecu- 
tion of the war. ,at least emphasizes the fact that 
With all the good will in the/ Britain has found it desirable to 
world on the part of advertisers,| transmit official information, de- 
however, this type of unorganized | signed to stimulate action and co- 
and necessarily scattered effort can | operation on the part of all citizens, 
hardly take the place of advertising 
placed directly by various govern- 
mental departments, bureaus and 
agencies. Information about what 
the government desires its citizens 
to do, and the reasons for the pro- 
grams that are being offered, should | gram of advertising. 
be presented on a wide scale, in a| We hope that as our war plans 
: uniform and organized manner and | develop, the government will decide 
—_ with complete details regarding the |t) make full use of advertising in 
proper methods of putting these) ji its forms to accelerate accom- 
proposals into action. plishment. Each agency of the gov- 
Thus far the United States gov-| ernment has its own specific objec- 
ernment has not made any large-| tives, and they can be reached 
scale use of advertising. Such] faster and more successfully if the 
activities as enlistments for the] great facilities of advertising are 
armed services and especially for| used on a planned basis, without 
work requiring training and experi-| relying too heavily on the gratuities 
ence in professional and technical] of advertisers, publishers and other 
fields, have not been given the] media. 


This is not a statistically 


and commercial advertising, but it 


No miscellaneous contributions, 


ing time and space, can take the 


place of a well-planned, fully co- 


Long-Term Objectives 


With tremendously expanded in- 
dustrial effort, full employment and 
correspondingly increased payrolls, 
the buying power of the American 
public next year will be very large. 
Fears of 


share or even all of their productive 
capacity to war supplies. Cut off 
from immediate opportunity of sup- 
plying general 
yet aware of the necessity of main- 
taining contact with those markets, 


inflation from this cause, 


coupled with reduced supplies of their advertising will be even more 
many of the products which are vitally important to their future 
normally in active demand, have well-being, but it will be designed 


resulted in plans for price controls, | 


savings. 


with long-term objectives in view. 
“Institutional 


m ‘ advertising” is too 
i as well as increased efforts to divert | : 
_ tnt lef | general a term to use for all the 
Ke consumer income into’ defense); ; ; : 
ta ens€ | information disseminated by manu- 
" sot 


Increased production of the goods 
which can be supplied, and which 
can be manufactured without inter- 
ference with the defense program, 
will help to absorb much of this 
buying power. Hence it good 
economics and good war policy to 
encourage expanded production of 
non-military goods and increased 
promotion of both products and 
services which are non-competitive 
with war effort and which are 
capable of absorbing a large part 
of increased consumer income. 

On the other hand, many com- 
panies, product advertising 
has had the short-term objective of 
immediate sales, 
the position 


is 


whose 


of devoting a large 


| mediate sales. 


facturers who are not seeking im- 
Much of it will be 
information, designed to 
help those now using their products 
to keep them going for the maxi- 
mum term, or to them in 
modernizing equipment by the addi- 


service 


assist 


|} tion of single parts or accessories. 


find themselves in | 


Much of it will be designed to build 
the markets of tomorrow, by stimu- 
lating interest in new and improved 
products which will be available at 
the war's end. 
The simplest 
this advertising, 


way to designate 
we believe, is to 
indicate its purpose—long-term sta- 
bility and public acceptance upon 
which the future prosperity of 
many companies will necessarily 


| rest. 


perfect comparison of governmental | 


dvertising Age . 


J. CORTADA, RAYMOND H. STOKES and JOHN CRICHTON, Associate Editors | 


A NEW 1941-42 SELLING POINT 


—Electrical Merchandising 


. and in an emergency it can be converted into a bombproof shelter.” 


Two Years Running 
Some one at Hiram Walker can 


of | be assumed to be consuming much, 


'much more than his normal quota 
of Canadian Club these days, hop- 
ing thereby to ease the sharp pain 
in the region of his chest and heart, 


as well as the horrible banging) 
that’s going on in his head. 
Just about a year ago, Hiram 


Walker’s annual report went out to 


in full color, showing the mag- 
nificent spectacular which the com- 
pany maintained overlooking Chi- 


cago’s outer drive—a_ spectacular 
| which the company maintained 
until about two weeks before the 


through the medium of advertising. | 


either of news columns or advertis- | 


consumer markets, | 


ordinated and well organized pro-. 


| rently 


annual report went into distribution, 
when a good strong wind twisted 
that spectacular into a_ perfectly 
elegant heap of junk. 

Now comes Hiram Walker’s cur- 
rent annual report, and the big noise 
in it, decoratively speaking, 


full-color center spread with a 


Ad-libbing 


{need to come in (please don’t!). In- 


| 


stead, just phone LOngacre 5-1700 
any time up to 9 p. m. and we'll be 
happy to send our representative 
(in your particular case—one of 
New York’s Finest) to explain 


| everything to you.’ 


| 


| minded you of the shambles which | 


is the| 


decorative map of the world, show- | 


the “countries cur- 
supplied with Canadian 
Club.” Prominent among the coun- 
tries shown in this color is Japan. 
Even though the map is dated 
Aug. 31, 1941, we'll bet that some 
company official has a_ private 
session with a local soothsayer be- 


ing in yellow 


fore next year’s report is okayed for | 


the press. 


Saving the Day 


business’ 


Florence Tarrson, swank Chicago 
shop, is helping its patrons to re- 
member those days which should be 
remembered by asking them to fill 
out a “Save-The-Day Registration 
Card.” The card asks the store to 
remind the sender of such days as 
Wife’s Birthday, Wedding Anni- 
versary, St. Valentine’s Day, Moth- 
er’s Day, etc. 

Robber Gets Ribbing 
Personal Finance Company of 


New York was held up by an armed 
bandit the other day, 


the holdup | 


attracting widespread attention be-| 


cause it was the latest in a 
series of similar crimes for 
police blame a single culprit. 

The next day New York news- 
papers carried a 100-line advertise- 
ment headlined, “Notice to the 
Bandit Who Held Up the Personal 
Finance Company Office at 100 W. 
42nd St. yesterday. 


long 
which 


A postscript went on to say that| 
Personal still had plenty of money 
left “for any honest New Yorker 
who wants a loan of $25 to $300.” 


stockholders bearing a frontispiece | Tragedy (Con't.) 


Last week ADVERTISING AGE re- 
Japanese bombs made of recent 


Hawaii Tourist Bureau copy. Al- 
most as we put that story to press, 


RATAD TOTRET FORERT ee eeeeete ber teetes enema 5) TH MY GF NA@t 


along came the letter which is re- 
produced here, mailed from Hono- 
lulu Dec. 1. 

It announces’ cheerfully — that 
“there is lots of news”; that “we're 
carrying on a strong promotional 
campaign”; “tourists keep coming 
to Hawaii in numbers”; “travel be- 
tween the islands is heavy”; “air 
services to Hawaii, and between the 


jislands have been. greatly in- 
creased.” 
Jottings 

Hoffman - La Roche, pharmaceu- 


“You hurt our feelings when you | 


used a gun to get money from us. 
You must be from out of town... 
because we think that everyone in 
New York knows that it isn’t diffi- 
cult to get cash at ‘Personal.’ Why, 
during the past year more than 
250,000 families and_ individuals 
have obtained cash here without 
any trouble . . . and without any 
guns, 

“You didn't need to demand such 
quick action either . because we 
always aim to give our customers 
fast service, even when they’re in 
less of a hurry than you were. 

“Next time you feel like ‘doing 
with us you don’t even 


tical house, last week advised em- 
ployes that in addition to the reg- 
ular Christmas bonus of a week’s to 
a month’s salary, depending on 
length of service, each would re- 
ceive the equivalent of two weeks’ 
pay in defense savings bonds and 
stamps. “Buy bonds to buy bul- 
lets,” Elmer H. Bobst, president of 
Hoffman-La Roche, urged em- 
ployes. . . 

L. B. Kolliner, who runs a men’s 
and women’s apparel store in Still- 
waer, Minn., now carries the fol- 
lowing line at the bottom of his en- 


velopes: “Let us Set the Rising 
a” 2s 

A. Stein & Co., Chicago, is dis- 
tributing an attractive red, white 


and blue counter 
“To win the war let US work as 
never before.’ Joseph M. Kraus, 
general sales manager, says he'll be 


glad to supply copies to readers on 
request... 


card which says, 


Information 
| for 
Advertisers 


The following documents may he 
secured without charge from con)- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising ager 
executive writing on his business 
letterhead. 


“< 


Magazine for 1942. 

Here’s a chance to see what the 
new This Week Magazine will be 
like when it changes size and for- 
|mat next month. The folder into 
| which the new magazine is stapled 
outlines the changes in size, format 
| and editorial matter, and lists the 
space units that will be availabk 


No. 1922. How to Sell 
to Philadelphians. 

The material in this survey 
port, recently issued by the Ph 
delphia Bulletin, was gathered in 
June, 1941, and therefore deals 
principally with summer vacations. 
Percentage graphs show the answers 
to such questions as “Where?” 
“How long?” “Means of travel?” 
and “How much estimated expen- 
diture?”. A section showing fea- 
| tures advertised by hotels and re- 
sorts, and answers indicating their 
| influence on vacation decisions is 
| offered as an aid to copy approach 
in 1942 travel advertising plans in 
the Philadelphia market. 


| No. 1923. Los Angeles, Key to the 
| Southern California Market. 


| No. 1921. Preview of This Week 
| 


Vacations 


re- 
la- 


| The Los Angeles Herald-Express 
has issued this new study, which 
provides a thorough analysis of the 
Southern California market area. It 
deals with population, including a 
graph of eight major city areas of 
the country, and includes maps of 
| Los Angeles city area and county, 
a study of the food, drug, automo- 
tive and liquor markets, with 
accompanying maps, and _ covers 
commerce and the “plus” defense 
market. 


No. 1912. Mr. & Mrs. 
Have More to Spend. 

A graph of payrolls in Houston, 
1929-1941, heads this page of facts 
issued by The Houston Chronicle to 
show the selling opportunities 
offered by this trading area. An- 
other graph and the explanatory 
text show how the Chronicle’s cir- 
culation has kept pace with the 
| city’s growth in consumer income. 


Houston 


No. 1913. Iowa Plus What? 

A composite daytime coverage 
map of the Cowles stations, WMT, 
KSO, KRNT and WNAX, based on 
the fifth CBS listening area survey, 
forms the center spread of this 
folder, issued by The Katz Agency. 
A tabulation covers population, 
radio homes, number and value of 
farms and cash farm income for the 
area. The plus comes in through 
local advantages of individualized 
programming from the five studios, 
dealer support and other aids 


No. 1896. They 
About Us... 
“Not mad, just terribly hurt,” }s 
the way The Star Weekly, Toronto, 
describes its feelings when som 
was overheard to say that nol 
reads anything but its comics 
roto section. After an understan 
able period of brooding a coast-to- 
coast survey of the Dominion was 
made, and results tabulated in 1h!s 
attractive book. Readership per- 
centages are shown for the various 
sections of the paper by location, 
age, income and occupation. 


No. 1838. How 123 Products Ac!\- 
ally Sell in Syracuse. 

Brand preferences and buys 
habits covering 123 products 
shown in this new study issued 
Radio Station WSYR. The mate! 
includes two surveys: one by pt'- 
sonal interview method and * 
other by woman’s club question- 
naire. A third section provides ® 
summary of the two. 


Were Talking 
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= = — - , ————————— —— a < ~ —— 7 = ™ 
A PROMISE a ® s Three Named to Gas . Fibber McGee ...... 28.7 
_ ationa Unit Cc Cc itt Public Flocks to The Aldrich Family. . 27.8 
TION HAS BEEN ATTACKED! + pecan Radio After 1 hy RR RR RE 
OUR NATION : ' Three new members have been adalo ter st Radio Theatre . 27.1 
amed to the copy committee of the | . 127 
WE AMERICANS ARE ALL ANXIOUS Plan Set lJ fo ee | See, Cone ene | *. Coffee Time . 23.7 
TO DO OUR PART IN I American Gas Association, New Hawaiian Attack Major Bowes . aig 
DEFENSE OF OUR COUNTRY York. The copy board works with E : ocean 188 
tens Sateen the agency, McCann-Erickson, New New York, Dec. 16.—The Ameri- . GUSS oss : bier edit i: 
(ate Poe scene News a er Bu ers York, in executing the details of | can public stuck close to its radio Take It or Leave eee 
Gtame co Aenactnane these inctusstions the campaign. sets following the initial Japanese | One Man's Family. ... . ry 
S. Gave gt pute. The three new members of the | attack on Hawaii, according to C. E. Time to Smile.... . 18. 
2 Rave done i ae catastrophe had net happened. Chicago, Dec. 18.—Formation of committee are: J. S. Spaulding, Hooper, Inc., which found 47 per Kay Kyser . ina! 
‘awe | United Newspaper Advertising, Inc., advertising manager of the South- cent of sets in use on Dec. 7. the Orson Welles eee i 

4. REAMEREBER, there to PLENTY ter everyene-— to act as a wholesale broker of ¢™™ California Gas Company, Los 


clothing, plenty of everything for normal needs. 
5. BUY normally! Go about your business normally! 


and we business firms of St. Joseph desire to pledge further 
That we will do our utmost to maintain REASONABLE | 
PRICES and service. 
That there will be NO INCREASES in an effort to profit 

at the expense of our people due to a war crisis. 
ABOVE ALL HAVE FAITH IN YOUR GOVERNMENT AND (TS POWERFUL AmMED FORCES 


newspaper space in providing na- 
tional 


with what is 
described as the 
“first national 
coverage unit of 
daily newspa-| 
pers,” will be 
announced here 
over the week- 
end. 

President of 
the organization 


advertisers 


On Dec. 8, the day Congress declared 
war on Japan, 72 business firms of St. 


Joseph, Mo., cooperatively published this | is Harvey Ma- 
full page ad in the St. Joseph News- | lott, until re- 
Press pledging that they would “do our cently advertis- 


utmost to maintain reasonable prices and 

service’ and would make no effort to 

profit “at the expense of our people” 
because of the war crisis. 


ing director of | 
the Kansas City 
Journal and pre- 


Harvey Malott 


| viously a publishers’ representative 

| and connected with Hearst and 

4 4 4 Scripps-Howard papers on_ the 

Raise Subscription | Pacific Coast. The company’s head- 
’ . ’ ein wim 4 I wae 

| quarters are at 333 N. Michigan 

Rate of Ladies |} avenue, Chicago, and other offices 

are scheduled for early opening in 

Home Journal _New York, Detroit and Los Angeles. 

New York, Dec. 17.—Curtis Pub-| United Newspaper Advertising’s 

lishing Company today released the | operation embraces selling as a unit 

first in what is expected to be a| the circulation of one selected news- 

series of announcements by leading | Paper in each of 96 key markets, 

publishers boosting subscription | to form a circulation unit of more 

prices of magazines. Effective with | than 10,000,000. The plan, Mr. Ma- 

the February issue, Ladies’ Home | lott said, does not upset any estab- 

Journal will sell for 15 cents, in-| lished office or agency in newspaper 


stead of 10 cents a copy. | space selling and does not upset 
The increase marks the maga-| existing rate structures of  indi- 
zine’s fourth price change in the last | Vidual newspapers. Established 


21 years. In May, 1920, the 15-| newspaper representative organiza- 
cent price was raised to 20 cents:| tions are being asked to cooperate 
in July, 1921, it was reduced to 15| in the plan, which provides for the 
cents: and in October, 1923, to 10) usual compensation to representa- 
cents. The new yearly subscrip-| tives on all advertising placed in 
tion price will be $1.50; two years, | their papers. 
$2.25; three years, $3, and five years, Offers One Package 
$4.50. i P The organization expects to sell 
Fred A. Healy, advertising direc-| , ational advertisers, in one package, 
tor, stated that readers are being a circulation covering 20 per cent 
asked to share the increased cost|) more of the families in each 
of production. Without a boost in) tate, Only one insertion order, 
subscription prices, he said, the| one pill, and the provision of one 
recent adjustment of advertising piece of copy will be required. The 
rates would necessarily have been UNA selling organization will be 
higher. supported by a creative department 
and by a promotion department, 
and its primary effort will be con- 
centrated on advertisers now using 


To Distribute Tires 
Tide Water Associated Oil Com- 


pany, New York, is formulating ad-| institutional radio programs or 
vertising plans for the distribution | magazine schedules, advertisers 
of Hood tires in 13 eastern states now concentrating their product 


and the District of Columbia. Made 
by the Hood Rubber Company, 
Watertown, Mass., the tires will be 
sold through Tide Water’s service 
stations. Lennen & Mitchell, New 
York, is the agency. 


selling copy in media other than in 
newspapers, and on _ advertisers 
“running reminder copy using out- 
door, street car and radio spot an- 
nouncements.” 

No newspapers will be members 
of the organization. UNA will 
merely buy advertising in its list of 
newspapers, as other buyers of 
space do, collecting a “brokerage” 
fee for its services. The first rate 
card will be effective as of March 1, 
1942, when the selling effort is 
expected to start. 


To Swatford & Koehl 


Swafford & Koehl, New York, has 
been appointed to direct the fol- 
lowing accounts: Kirkwood Hotel, 
Camden, S. C.;: Westminster Kennel 
Club, New York: and Gramatan 
Hotel, Bronxville, N. Y. 


Asbestos Producers 
Deny FTC Charges 


Johns-Manville Corporation, New 
York, and 18 other firms engaged 
in the manufacture of low pressure 
asbestos pipe covering, have filed 
denials of Federal Trade Commis- 
sion charges that industry members 
entered into agreements to prevent 
competition. Answers of the respon- 
dents contend that agreements and 
practices alleged in the complaint 
were not entered into or performed. 

According to the J-M answer, 
cooperation among producers ended 
with invalidation of the National 
Industrial Recovery Act. In order 
to expand the market for its pipe 
covering, J-M issued licenses for 


NOW - 


Carrying 150 
Local Advertisers 
in 3 States! 


WKN 


e use of its patent and 24 corporations 
received them. Only Philip Carev 
5000 Watts Mfe. Company, Cincinnati, found it 
Full Time profiteble to make and sell the J-M 
material Others have entered in 
A CBS active competition by making un- 

“ patented products. 

Affiliate 


Increases Night Power 


Station KSCJ, Sioux City, Ia.., 
NBC Blue outlet, has increased its 
night power to 5,000 watts. 


An H. C. Wilder Station 
Represented by Raymer 


highest percentage ever reported for 
a single evening. 

The normal seasonal level is rep- 
resented by the average Sunday 
evening “sets-in-use” of 36.6 per 
cent, reported in November, 1941, 
and the average for Sunday in De- 
cember, 1940, of 39 per cent. 

Walter Winchell climbed from 
third place in November to tie for 
first place with Charlie McCarthy 
in Hooper’s national December rat- 
ings. Rising from fifth in Novem- 
ber, Bob Hope was third, while 
Fibber McGee dropped from second 
'to fourth. The Aldrich Family slid 
from fourth to fifth place in the 
standings, and Jack Benny main- 
tained his hold on sixth. 

The leading 15 programs for De- 
cember and their ratings are: 


Angeles; Thomas H. Spain, adver- 
tising manager, Public Service Elec- 
tric & Gas Company, Newark: and 
Charles W. Kimball, sales manager, 
Hartford Gas Company, Hartford. 


Putney Leaves Curtis 

Aaron S. Putney, Jr., for 25 years 
connected with the Chicago office of 
the Curtis Publishing Company, has 
retired and will make his home in 
Ft. Lauderdale, Fla. Chicago agency 
men gave a party in his honor Dec. 
17 at the Skyline Club. 


Honor C-P-P Chemist 

Dr. Martin H. Ittner of the Col- 
gate-Palmolive-Peet Company, Jer- 
sey City, N. J., will be awarded the | 
Perkins Medal by the American 
section of the Society of Chemical 
Industry for outstanding work in} 


applied chemistry at a meeting at| Charlie McCarthy teenies =e 
the Chemists’ Club, New York,) Walter Winchell tees 29.9 
Jan. 9. SS er 28.8 


Women’s National Radio 
Committee Elects 


Yolanda Mero-Irion, founder of 
the Women’s National Radio Com- 


mittee, New York, has been re- 
elected chairman. 
Mrs. D. Leigh Colvin, formerly 


treasurer, has been elected first 
vice-chairman and Mrs. Marion M. 
Miller, second vice-chairman. Helen 
Havener has been reelected secre- 
tary and Mrs. M. D. Jackson has 
been named treasurer. 


PHOTOS 2+! 5¢ 


In lots of 100. Send photo or negative. 
50 at $8.25. 25 at $2.00. Photo postcards 
1'2.¢-1,000, 


} 


| 


Enlargements Now at Strikingly Low Prices 
30’ x 40°—$1.75 ea. 40° x 60°—$3.50 ea. 
Mounted or Unmounted 
COMMERCIAL PHOTO, 416 West 45, New York Cily 


’ Serving accounts in 37 states 


@ Every year. as our long white beards get longer and whiter, 
we become more and more bored by high pressure salesmen 
and more and more determined 


never to “sell” anything 


again! The funny thing isthe less radio time we “sell.” 


the more our sales go up! 


So maybe most agencies and advertisers like this conception 
of “selling”: True facts, clear comparisons, honest analyses 
and sincere suggestions. In other words. we just lay our 
medium on the line, figuring that if it fits your needs, you'll 


be as glad to take it as we are to offer it! 


We know 


you'll like the way we operate, in this group of pioneer radio 


If that’s how you like to be “sold.” give us a ring. 


station representatives. 


EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW . . « « BUFFALO 
wcKky. ° CINCINNATI 
KDAL DULUTH 
WDAY + © £2 se 
wish . « « « « INDIANAPOLIS 
WKZO.KALAMAZOO-GRAND RAPIDS , 
KMBC ; . KANSAS CITY | 
WAVE ° — LOUISVILLE > 
WTCN MINNEAPOLIS-ST. PAUL | 
wme oe ep es & 6 oe 
|) ee . . ST. LoUts 
WwFreL . « « « « « SYRACUSE 
-..- 1OWA... 
wHo .. . «. « DES MOINES 
woc a a a DAVENPORT 

; KM a a SHENANDOAH 
...- SOUTHEAST.. 
wesc ..... . CHARLESTON 
wis s « , . « COLUMBIA |; 
WwPertr . RALEIGH 
WOGs ... ; ee ROANOKE 
.. SOUTHWEST... 
KGKO FT. WORTH-DALLAS 
KOMA .. . OKLAHOMA CITY 
\) Sa ee — . TULSA - 
--PACIFIC COAST.. 
KARM ..... « « « FRESNO 
KECA.. , . LOS ANGELES 
KOIN-KALE , ORTLAND 
KROW . OAKLAND-SAN FRANCISCO 
KIRO . o «© « &© « © SEATTLE I 
AND 
WRIGHT-SONOVOX, INC. 
[Pere tf 
ee Se at 


M) Pree & PETERS, 16, 


Pioneer Radio Station Representatives 


Since May, 1932 
CHICAGO: to \. Machen NEW YORK: 24> Park Ave 
Plaza $-4141 


DETROIT: New Center Bldg SAM FRANCISCO: 51) Sutter 
Trimity 2.8444 Sutter 4555 


Franklin 6475 


LOS ANGELES: 650 5. Grawd ATLANTA: 555 Palmer Bldg 
Vaendike 0569 Main $667 
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ADVERTISING AGE 


December 22, 194} 


Ban on Tire Sales — 


WARTIME DEMAND FOR RUBBER BRINGS THESE ADS IN ITS WAKE 


try were sent in to ADVERTISING Ac: 
this week. 
Timken Roller Bearing Company, 


P . purhsaoensies ~ « {s) Canton, used space in the loca! 
Wal 601g Wacadly Mant Wonil press headlined “Remember Pea,| 
isrupts Sellin i 
, | See oumtae POWER TOOLS | Harbor!” and announcing that rif, 
j As Explonation of Vitel lepertence te Every Americas * 795" | and shotguns have been issued ) 
s P| WHY you CANNOT = | the plant protection department ;, 
| | \ stachee 
romotion ans | | } protect facilities. “Our men and 
| BUY TIRES TODAY j We must save rubber pigge must have —- protection 
Rash of War Adver- sie: iatitialiees ate eaiianaitiaes etiiies in order to produce the thines 
eatdty ey cunt tam. Ge qumaned en uty needed to win this war,” copy do»- 
tising Breaks in News-_ Wi Seer Bnd ne etemann en oaae clared. “There must be no sabo- 
<<<“. —_—— ea tage.” Other Timken copy, stre:s- 
papers es i ee a ing the importance of its roller 
= = : i bearings in war machines, is a»- 
New York, Dec. The OPM | pearing in selected newspapers 
order temporarily prohibiting the | pimcion - Timeliness marked the coy 
sale of new tires and the manu- This Space Wes Devoted to 


facture of a variety of other rubber 
products was immediately reflected 
in advertising this week when B. F. 
Goodrich Company released news- | 


THE 8. F. GOODRICH COMPANY 


Tires Complying With No 

tonal Defense Orders Tue 

Copy Hes Been Removed 
Sears 


scheduled for Westinghouse El]: c- 
tric & Mfg. Company in newspapers 
Dec. 8—the day war was declared 
on Japan. Headlined “Thanks (or 
the cookies!” it reproduced a letter 


paper copy to set forth the new nbd ln from a “Westinghouse boy” now 
situation to the public. nt poem sd = UNITED STATES RUBBER COMPANY the Army pt pel fi 
Appearing in 51 newspapers in | Saas " a box of cookies dispatched by the 
mr 40 cities, 1,250-line copy was | SEARS, ROEBUCK TS | company’s home economics dep rte 
headed, “Why you cannot buy tires | — ———— ir 


RESEARCH 
MEN 


| 
| 


B. F. Goodrich Co. and the United States Rubber Co. were among the first to feel emergency war measures as the govern- 
ment clamped a temporary ban on sales of auto tires and planned rationing of the vital supplies. 


Sears, Roebuck & Co., 


in the center ad above, suddenly discovered that it had NO tires to sell—and left most of the space blank. 


ment. Westinghouse electric ranges 
were used in producing 1.500 
batches of the cookies. The com- 
pany’s 26 plants hold $400,000.009 
worth of defense orders. 

Republic Steel Corporation used 


today,” and went on to explain that| Feb. 1. In another separate action, | orders tire copy has been removed.” sg ate sl ga 

WA | T Fr D since “the Japanese attack vitally | the OPM has assumed control over A. L. A. McQueen, vice-president lic has built a ™ 1 <n epub- 
threatens rubber supplies needed | all tin supplies. of General Tire & Rubber Com- duce armer Raa asl tea os rae 

for one of America’s largest = >y our armed forces, our govern- ; pany, said that while the entire in- | jectric furnece capacity cenit 
Sek . nt has wisely taken prompt U. S. Copy Timely dustry backed th bher.eayi ic furnace capacity sevenfold 

advertising agencies men ely pramng y —_ Savin8 |__«“doing everything within; 

|steps to restrict consumption of The OPM order sharpened the plan, reports of treads being put power to enable 71.000 ol ~ 

We have several opportunities in research for | Tubber.”” Batten, Barton, Durstine| timeliness of current United States |" old tires “indicate that good : pune 


men with the necessary training and experience. 


| & Osborn is the agency. 


men to make steel and still more 


| 
al ane enne aq|rubber is being thrown after bad.” ; 
These men will work on the marketing prob aaa ” Rubber Company copy. An ad Onl : & “lag : bad steel—helping to swell the mighty 
lems of our clients, many of whom are among | In Washington, Leon Henderson,| headed “We must save rubber for | Only half of the tires now in use, stream of ‘Production for Victory ’” 
oe le > e > . " . “4: . e s re yr 
America’s leading industries, and on specialized | ¢jyjlian supply director for the the Navy” and also ‘ for the he said, can take new treads. sas —n y 
media and copy research. | OPM. ; a thek after De 4 av} d als ) A striking Ernest Hamlin RP ker 
We need different types of men. . . some pri- ’ announce na arter an. Army” appeared last month in FLOOD OF WAR COPY illustration, and copy used in the 
marily interested in media or copy who know | new auto tires will be available Life and The Saturday Evening rere J er )_ the 
how to apply research techniques, some research ? em ? ivilic edema: | bu ¢ y & “| BREAKS IN DAILIES | Nov. 15 issue of The Saturday Eve- 
technicians . . . openings for juniors with just | ONly to essential civilian users Who! post and last weekend, in news- | ning Post was adapted to the new 
enough experience to prove they can develop | must use ration cards. The original | ,.. eee 4 re PEG icz = auc ; WS- 
rapidly in our organization, also for those who u - - . ‘ I S les papers in me tropolitan markets. Chicago, Dec. 18.—A torrent of paper ads used in cities where Re- 
can assume managerial duties. | ban on tire and rubber tube sales,|! Newspaper and magazine copy were | War copy broke in dailies this week | 
Advertising agency experience not essential. | extending to Dec. 22, was extended | + apa sve . »: and late last week a d ti | public has plants. Republic dropped 
bs | @2 ; ° jas > > ali > oO ‘ > rar rac lé Ss Ss | 
Experience in advertising research, not neces 2 alike except that the war was : acverusers | 


sarily in the research department, with national 
advertiser, agency, marketing firm, university, 


New York and Chicago. If you feel you can qual- 


to Jan. 4 in order to permit com- 


pletion of a complete rubber ration- 


involving price fixing action, may 


mentioned in newspapers and ref- 


the various ways in which rubber 


recovered from the first shock and 


trast to the “defense” angle which 


or medium will qualify for consideration. b erence to the defense program rushed into print with timely mes- 
For the right men these are interesting and | '"8 program. eliminated. Twelve small photo-|sages. Aside from tire copy, na- 
ee cancen Poliusesten in both Mr. Henderson said the program, graphs were used to _ illustrate tional copy with a war slant, in con- 
| 


ify, in salary brackets from $2,000 to $10,000 and 
are interested, write full details of your educa- 
tion and experience to box 3556, Advertising Age, 
Chicago, Illinois. 

Our own research staff has been informed of 
this advertisement. 

Your letter will, of course, be kept confidential. 


| terials are vitally 
| production. 
| also told newsmen that new 
|mobile production probably will be 


be used in other fields where ma- 
needed for war 
OPM executive 
auto- 


The 


brought to a complete halt after 


|} account. 


_ments in Washington. 


is used by the armed forces. Camp- 
bell-Ewald Company handles the 


Extension of the campaign by U. 
S. Rubber also depends on develop- 


has been played up heretofore, was 
scarce, but local and retail copy 
keyed to the current situation broke 
out fulsomely. More than 150 ex- 
amples of straight war copy in 
newspapers from all over the coun- 


its 1941 institutional theme—‘ ‘Steel 
| First Line of National Defense’ — 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Winter Office—Clearwater, Florida 


Prevents Some Processing 


Designed to halt a buying wave | 
| which followed the outbreak of 
| war with Japan, the OPM order, in 
| addition to prohibiting the sale of 
new tires, laid down restrictions 
| on the type of articles for which 
| raw rubber may be processed. Pro- | 
| cessors may not consume or pro- | 
| cess any rubber except for prefer- | 
gE rating orders carrying an A-3 | 


or higher rating, camelback, tires | 

and tubes of seven-inch diameter, | WE EXTEND OUR SINCERE 
hard and sponge rubber products | 
'for industrial equipment, medical, | 
| surgical and druggists’ supplies, GREETINGS AND BEST WISHES 


shoe cement and heels and soles, 
| india rubber gloves, fabric top foot- 
wear, rubber boots, protective rub- 
ber clothes, galoshes and rubbers, 
plumbers’ supplies, articles for the 
canning and food packing industry 
and insulation for wires and cables. 
Rubber may not be processed for 
the excepted uses at rates during 
December and later months greater 
than the rate of consumption in 
November. 

The industry has been described 
as prepared for some such drastic 
action and has been operating on a 
reduction basis since July. The only 
firms immediately affected by the 


OPM order, according to some | 
spokesmen, would be those which | and 
had absolutely no stocks of finished 


rubber on hand. 

Indicative of its effect on one 7 

field, however, was the action taken 50,000 WATTS CBS 1000 WATTS NBC RED 
by I. B. Kleinert Rubber Company, 
manufacturer of a variety of rub- 
ber notions, which was forced to 
scrap over the weekend advertising | 
and merchandising plans set forth 
during the preceding days at a sales 
convention. 


FOR A MERRY CHRISTMAS 


AND A HAPPY NEW YEAR 


s | pany 88,166 
SUNDAY 97. 128° 


pote eg aiby and 9% Sunday 
cnculalion concentrated in 


(ABC Publishers Statement; Sept. 30/941) 


Oat land.xf Tribune 


POCLUEIWE AtSOCrATOO fants wihtrnoro vertio eenss 


. atives: WILLIAMS, LAWRENCEG CRESMER CO > 
se _ peop MERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION | 
” Magazine Comics) NEWSPAPER GROUPS INCORPORATED 


The Shreveport Times Stations 


SHREVEPORT. LOUISIANA 


Sears Caught Short 


The sudden ban on tire sales 
caught one retail store unprepared. 
In Tulsa, Okla., Sears, Roebuck & 
Co. ran large newspaper advertis- 
ing last week, most of it bare ex- 
cept for this simple explanation: 
“This space was devoted to tires— 
‘complying with national defense | 


REPRESENTED BY THE BRANHAM COMPANY 
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aaa 
AGE for the “Production for Victory” | WAR COPY FROM VARIED SECTOR ’ . ’ nent citizens and local iitiiibien 
: - S a al celebrities 
theme which is to run through oe - aoe 3 _ Minute Men of | will be asked to volunteer their 
ny, company’s national and business | : services. 
ca paper advertising during 1942. | oe REMEMBER Radio to Boost 
ar] Meldrum & Fewsmith, Inc., is the | B 
" Republic agency. | NOTICE! PEARL HARBOR: _ Bond, Stamp Sale Agency Raises Wages 
to \ oye | the Waldorf — oo wen to dats of he Cais Cite Cmts | | Washington, D. C., Dec. 17.—Pro-|. Leighton and Nelson, Schenec- 
used a aily newspapers on Dec. | inns anh is eld de nd thei motion of defense bonds and stamps tady, awarded its staff a 10 per 
and 9 ina pledge of solid support to -=se nae Seniee clas end dhatgam hene bene tamed to | will take a new turn soon when cent Christmas bonus and a general 
ion the president and administration | ‘ses ee eee |the Treasury Department enlists a| “28° increase the first week in 
: “a a pnt 7 i food prices | —_—~— asahain = nation-wide organization of “Radio ve. 
He- Pp p _ cain hmmmcamncetets a i ei ee ee Minute Men” to make one-minute 
bo- down to as economical levels as | St uinndcnediaieeneecmeies broadcast pleas in behalf of tl 
“=a possible came quickly on the heels | ee ee anew teenee din ‘Senin re — on 
pit , , ere | AMERICAN AIRLINES .. Sous Y S. 
ae. . sce perce mgt privcatird Jonn Monsrit & Co | The new corps of “Minute Men” 
adi mn : Pe “ 8: — will follow the World War pattern 
hoarding. “Buy your present needs, —_—_—— = except that the mass communicati | 
= Oe ces : ) é ass c¢ cation | 
y a pr Bor sy P edhe Age gg method of radio will be used in | 
* so a a Philadelphia ‘he preference to the street corner, 
“a Baltimore Markets cauti on ed — Airlines, Inc., took space in Chicago newspapers last week to explain public meeting and theater oratory | 
mae scene ja vege that several flights were canceled because the ships involved were being used which featured Liberty Loan drives 
or —_ Saale Be _— to transport national defense supplies; in Canton, O., the Timken Roller Bearing of the earlier conflict. WRITE for 
er - Huy vormal: ey urged. — Co. werned that plant guards had been armed and that ' ‘there must be no . FREE Co f 
in American Airlines used space in "and John Morrell & Co., Sioux Falls, S. D., used special space to pay Women Take Part | Py ° 
a Chicago dailies to explain that be- tribute to South Dakota men in the war service. The Treasury has asked a group MID-STATES 
he cause of “an administrative mission of famous Americans to be its! LABEL 
rt- for the transportation of national G b . : spokesmen on network broadcasts. DESIGN 
ges defense supplies” several of its |WrayDar Elects Officers Stauffer Joins OPA These “Minute Men,” some of them SEE-LEC -TOR 
00 planes would be out of normal A. H. Nicoll, vice-president of Kenneth E. Stauffer, assistant | female, will talk on the Treasury's 
m- service Dec. 15 and 16. All other Electric Company, New | director of advertising and display | own programs as well as on regu- | No obligation. 
000 flights were operated normally. has been elected president,| for Kroger Grocery and Baking} jarly sponsored shows. The speak-| 
pen «wl F. A. Ketcham, who will| Company, Cincinnati, has been ers ‘will -epresent - ralks of life 
“a Utilities Active |become chairman of the board.) granted a leave of absence by the D 2 seat Raga boc Pe ife. 
a Advertising by the nation’s utili- | @. F. Hessler and D. H. O’Brien,| company and will serve with the efense savings committees in MID-STATES 
IS@- line tank Sheeaiaied tb anaaiad on general sales managers, have been | Office of Price Administration, the various states will select speak- GUMMED PAP 
= cafe - re sete Gua al /elected vice-presidents, as has E. W. Washington, as a senior business| ers in each city to make one-minute ER co. 
ro- p panies. | Cashman, general service manager. | analyst. appeals over local outlets. Promi- 2515 S. Damen Chicago 
its The New York Telephone Company, | " . = ' } . wie ane 
old repeating a statement by Gov. Leh- 
its man, told citizens not to use their : . 
blic telephones “when you hear an air- 
TD cid warnea” tn Weniagon, Go eren aving “av-ho otmen an 
hty Chesapeake and Potomac Telephone | 
yo” Company published an emergency | a 
ker request asking customers to limit | 
the temporarily their use of both local 
ve- and long distance calls, due to the 
Ws crush of official government mes- 
wf sages. Other telephone emergency 
ped copy appeared in New England 


tee] 


states which felt the impact of the 
first air-raid alarms. Bank copy, | 
urging the purchase of defense | 
bonds, was also widespread. | 
Department stores joined in the | 
general assurances that full support | 
would be given the government, | 


How big does a company have to be? — From 
three employees on up. Size has nothing to do with it, Tt works 


“a and cooperative ads were numer- | equally well in stores, schools, publishing houses, factories, or 
ing ous. In Chicago, Capper & Capper, | banks. This whole idea of pay-roll allotment has been evolved 
Y men’s wear store, reminded news- | voluntary helps workers provide for the future by businessmen in cooperation with the Treasury Department. 


paper readers that “It won't help | 
America’s war effort to mope about | 
... Our chins on our chests and 
our pocketbooks padlocked.” Mar- 
shall Field & Co., in its large-space 
ad in Chicago papers, told how the 
purchase of defense bonds and 
stamps helps buy everything from 
two-cent cartridges to $185 life 
floats. 

Citizens of Roswell, N. M., were 
urged by Price & Co. to buy bonds 
and “Help launch a Roswell battle- 
ship.” The store offered a 50-cent 
defense stamp with each $5 pur- 
chase, to start the savings plan roll- | 
ing. Department stores in other | 
cities advertised similar savings- | 
shopping plans. 

In Harrisburg, Pa., Bowman's de- | 
partment store, following custom, | 
advertised that it would close | 
promptly at 6 p. m. througliout the 
Christmas shopping season. This 
year, however, copy was adapted to | 
the emergency with a huge blob of 
ink and the headline, “Blackout | 
every night at Bowman’s.” 

| 
| 


In November 


43% 


of all National Spot 
advertising on the 
air in Baltimore was 
carried by WFBR. 


? 


BALTIMORE 


INSTITUTION 


MUTUAL Network 


pay-roll 
allotment: 
plan 


{ helps build future buying power 


helps defend America today 


This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself, 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program, 


Many benefits ... present and future. It is 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners, 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 


And don’t overlook the immediate benefit . . . money for 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today, As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
**hit-or-miss. | We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we're a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 


for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 


Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 

Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


The first step is to take a closer look, Sending in 
the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denoi nations of Defense Savings Bonds 
that can be purchased through the Plan. 


Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 
provide tomorrow's buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships. 

France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 


FREE -NO OBLIGATION 


Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 


Please send me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 


Like most efficient systems, it is amazingly simple. All you ae . _ — 
have to do is offer your employees the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of Position are ——— 
Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time Company —— 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides » Address — ~ 
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December 22, 1941 


6th Citrus 
Drive Launched 
by Sunkist 


Lemon and Soda Theme 
Gets Extra Emphasis 
This Season 


Los Angeles, Dec. 17.—One of ad- 


. 
| orange and lemon copy, will be used | 
| throughout the season in five met-| potentialities. 


|ropolitan markets. The Sunkist 


/radio program, “Hedda Hopper’s | 
Hollywood,” will continue to be re- | 


| leased over 40 stations of the Co- 
| See Broadcasting System, with 
| oranges and lemons each receiving 


| half of the commercial announce- | 
| 19 in such publications as Country 


ments. 
| The use of lemons for lemon and 


soda or lemon and water will get) 
extra emphasis this year in Sunkist) 


, | 
the market has still greater sales 


Lemon Drive Under Way 


Lemon and soda copy, particu-| 
larly applicable during the winter | 
and spring season, started making 
its appearance in national maga- 
zines Nov. 2 and will run until April | 


Gentleman, Farm Journal &| 
Farmer’s Wife, Life, Progressive | 
Farmer and The Saturday Evening | 


| lemon copy, according to Russell Z.| Post. Five insertions with a similar | 
| Eller, advertising manager of the! theme will appear in The American | 


|exchange. He attributes the 160 | 
|per cent increase in the use of| 


Weekly and This Week Magazine. | 
A lemon food and health use|! 


nounced later. A spot announcement | 


| campaign in 21 markets, featuring 


lemons and soda, will supplement 


| the Hedda Hopper radio broadcast. 


Between Nov. 2 and June 1 two- 
color, half page general lemon foods 
copy will be run in Ladies’ Home 
Journal, McCall’s, The Saturday 
Evening Post and Woman’s Home 
Companion. The general theme of 
this copy will be the use of lemons | 
with hot and cold tea, in pie, with 
fish, etc. A lemon and soda display 
piece using natural color photog-| 
raphy will be made available. Hot 
lemonade will be featured on 
painted bulletins in five major 


vertising’s major success stories,| lemons for this purpose in the past | campaign will be run in 39 U. S.| markets starting Dec. 28. 


that of the California Fruit Growers | three years to advertising and mer- 


To give special support to Sunkist | 


markets, using 66 newspapers. A 


son, the exchange is running twe 
newspaper advertisements _ befor: 
Dec. 25. In addition, a_ specia 
Christmas poster has been devise; 
with directions for using it in dis- 
play. Further merchandising in- 
struction of a detailed sort is give) 
in a 48-page booklet entitled “10; 
Profitable Ideas for the Fruit De- 
partment.” 


Names C. L. Thomas 


C. L. Thomas, formerly gener:| 
manager of KFRU, Columbia, Mo, 
has been named program director 
of KXOK, St. Louis. Both stations 
are operated by the St. Louis Star- 
Times, and Mr. Thomas will cor- 
tinue as general manager of tie 


Exchange, moved into its 36th chap- | chandising support, and he believes! Canadian campaign will be an-! oranges during the Christmas sea-! Columbia, Mo., station. 


ter this week with a program which 
promises to etch even more deeply 
into the consumer mind the belief 
that Sunkist California navel 
oranges are “Best for Juice and 
Every Use,” and that Sunkist 
lemons are the handmaiden of 
health. This is the news heralded 
by the exchange’s new quarterly, 
“Sunkist Merchandiser,’ successor 
to the “Sunkist Advertising News.” 

While outlining the usual formid- 
able advertising campaign for 1942. 
the paper also does a bit of remi- 
niscing, going all the way back to 
that single experimental insertion 
in a Des Moines newspaper of 1907, 
whose success proved so prophetic | 
of giant promotion strides to come. 
In the period since 1907 the ex- 
change has spent the round sum of 
$32,500,000 on Sunkist advertising | 
and the fruitful orchards which | 
brought the modern-day gold rush | 
to California are their own best! 
testimonial that before you sell ‘em | 
you gotta tell ’em. | 

This 1942 chapter will be per- | 
vaded with a_ promotion theme 
which will be carried to the public | 
buying mind via radio, magazines, 
newspapers and outdoor posters in 
addition to an ever-growing dealer 
service program. Today this latter | 
program involves the use of 55 ex- 
perts in merchandising and display 
who make sure that dealer outlets 
are operating at maximum effi- | 
ciency. Back in 1915 when it) 
started, only one man was employed | 
for this work. 


Sunkist Orange Promotion 


The Sunkist orange campaign 
will employ space in 165 daily | 
newspapers in 114 of the larger mar- | 
kets, starting the first week in| 
January. Some 2,277 small Sei | 
weekly newspapers began telling | 
the Sunkist orange story Nov. 23 and | 
will continue until April 19. In ad- 
dition Sunday newspapers will be | 
used to help do this marketing job | 
with full-color space in The Ameri- | 
can Weekly and This Week Maga- | 
zine, plus the Sunday magazine | 
sections of the Chicago Tribune, | 
Philadelphia Enquirer and the New | 
York Daily News. Copy continues 
to carry a coupon offering a free | 
recipe booklet. | 

More of the Sunkist orange story 
will be told on 1,226 outdoor post- 
ers in 71 markets. Spectacular | 
neonized bulletins, alternating | 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF i 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


ARE 


@ No one expects you to be a god. But in these times 
you are expected to be at least as smart as Janus who, 
they tell us, could look both ways—into the future 
and at the present. And nowadays that’s the kind of 


business-deity you need to be. 
To be more specific: 


Are you aiming your 1942 building-product adver- 
tising at the one building factor that has the green 
light on priorities—the offices of war-busy architects? 
Through the professional architects is passing a 
fabulous fortune of war construction: new bases, 


new industrial plants, new defense area housing. 


And Pencil Points has subscriptions from over 
90% of the heads of architectural firms handling 


defense projects. 


Are you really penetrating these war-busy architect 
ofhces—or doing only half the jobP The architect 
is important to you, obviously (and Pencil Points 
delivers 9,611 of them)... but if you are not reach- 
ing the designers and draftsmen within those archi- 
tect ofhces, you are missing out on at least Aa/f of 


the full specifying power of the profession. 


Pencil Points —and only Pencil Points — covers 


over 5,000 designers and draftsmen — providing 


YOU AS 


SMARTH 


mene tar est 


a penetration of specif 


architectural publicatio 


Have you an eye to the 
substitute materials. Ho 


tions will become tomo! 
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War Multiplies Troubles 
of Hospitals 

Regardless of how closely one 
might affiliate hospitals with war 
and the general welfare of the na- 
tion, they are, nevertheless, having 
their problems accentuated by the 
war and its predecessor, the defense 
program, according to leading 
articles in the December Hospital 
Management. First of all the pri- 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


nickel and other vital metals di- 
rectly affect hospitals which used | 
these materials in large amounts in | 
equipment such as sterilizers, clin- | 
ical furniture, kitchen equipment | 
and other items. 

Although health supplies have re- 
ceived an A-10 priority, manufac- | 
turers fear that when allocations ef 
a scarce metal replace priorities, | 
the rating will have little value. 


ers who went to Washington is 
cited. They tried to find out what 
could be done to prevent a complete 
shut-off of copper, bronze and brass 
for use in their goods for general 
hospital use and were told that 
under the classifications authorized 
they could be included for con- 
sideration only under the vague 
and unimpressive grouping of “Con- 
sumers’ goods, miscellaneous.” 
Interpretation of the rules seems 
to be a big problem. This is also 
emphasized in connection with the 
1941 Revenue Act which places an 
excise tax of 10 per cent on rubber 
goods, but excludes “articles de- 
signed especially for ‘hospital or 
surgical use” and others. While the 


orities and restrictions on copper, | The case of sterilizer manufactur-| intent of Congress in making the 


provision might seem clear, never- | 


theless the Treasury Department 
has gone on record that to be ex- 
empt it must be shown that the 
rubber article is designed especially 
for hospital or surgical use and not 
for general use. Thus such items as 
hot water bottles, syringes, ice bags 


and caps, elastic bandages, and 
other items which might also be 
used by the layman and in the 


home, although purchased for hos- 


pital use, would not be exempt from | 


the tax. The publication is filing 
an extended brief with the Bureau 
for a broader ruling on the act. 

* * *& 
The outlook for those who have 
to go to the jug or Big House in the 


Ti 


yecif 


catic 


the 
_H 


‘omer 


— 


GENT 


bower unique among 


:? Today is the day of 
any of these substitu- 


Snew buying habits? 


AS 


JANU 


S ? 


Are you making dead sure today that your product 


is insured against the competition of the future... 


tomorrow, when the war is over, when new tech- 


niques have become established, new product 


allegiances formed ... tomorrow when the great 


expansions of production are left without an arma- 


ment industry, and materials are thrown back into 


the market at a price unheard of today? 


Today’s architects and designer-draftsmen are 


your one big 


source of sales. 


Today’s designer-draftsmen are the architects of 


the post-war 


period. 


Are you reaching them bothP Not unless you are 


advertising in Pencil Points—with the greatest pene- 


tration (complete) and the largest professional archi- 


tectural circulation (14,746) in America. 


Bede SUL be 


POINT 


LARGEST PROFESSIONAL ARCHITECTURAL CIRCULATION 


| expected 


future is not so gloomy, according 


to “Pittsburgh Plate Products,” 
house publication of Pittsburgh 
Plate Glass Company. The psy- 


chologist has replaced the man with 
the rubber hose, it seems, and now 
prisoners are being designed and 
constructed with an eye to beauty. 
The long dark corridors are giving 
way to bright and cheerfully paint- 
ed hallways; cell doors, formerly 
heavily barred openings, are now 
glazed with glass. The Terre Haute, 
Ind., prison, finished last year, has 
tempered plate glass for windows of 
the strip room and of the strong 
room of the hospital building. The 
glass is four times as strong as ordi- 
nary plate and many times 
more resistant to shock, impact, and 
heat; yet its extreme clarity of 
vision is retained. 


glass 


The November-December issue of 
“Army Ordnance” reveals that the 
War Department has announced 
that one standard type of gasoline 
will replace four varieties formerly 
used by Army vehicles in the field. 
The gas has an 80-octane rating and 
because it gives better mileage as 
compared to lower-test fuels, it is 
that the government's 
drive for gasoline economy will be 
furthered by its wider use. 

* By * 

A speed record for defense hous- 

ing was set in Baltimore when 100 


| Glenn L. Martin Company aircraft 


workers and their families moved 
into 100 new four-and-a-half-room 
houses which had been completed 
in 28 working days, according to 
Savings Bank Journal for De- 
cember. The speed and economy of 
the project is said to derive from 
the use of a special wall material 
and of a structural design perfected 


| by the John B. Pierce Foundation, 
| a non-profit organization which has 
devoted 16 years to the study and 


| The 
| and 
| writing papers may 


| ning, 


development of low-cost housing. 


As a result of joint research by 
Mathieson Alkali Works, Inc., 
Crane & Co., fine bond and 
now be made 
from such cotton byproducts as hull 
shavings and the waste from gin- 
carding, and other cotton- 
cleaning operations, according to 
announcement by the paper manu- 
facturer. The chemical developed 


to make this possible is sodium 
chlorite, which cleans the fibers 
without weakening them, making 


i' them unfit for paper manufacture, 


which heretofore was the problem 
in making paper direct from cotton 


| fibers rather than from rags. 


The market letter of Fairchild 
Publications for Dec. 12 reports re- 
tail prices are still below replace- 
ment levels at wholesale, Therefore 
a further gain in retail quotations is 
indicated, but the gain during the 
coming months will be at a lower 
rate of advance. 


Admen Are Good Fellows 
advertising 
and their employes contributed 
$59,178 toward the city’s Com- 
munity Fund chest, it was reported 
last week. 


Chicago companies 


. COLUMBIA BROADCASTING SYSTEM 
G. A. Richards, Pres. 
Leo J. Fitzpatrick, Vice Pres. & Gen. Mor. 


BASIC STATION. . 


EDWARD PETRY & COMPANY, INC., NAT'L REP. 
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advertisers and it is no wonder|elbows and Store-Teeth whistk : 
that the school boys and others take | comes Kow-Kare (a valuable aid 
a crack at advertising in high school | before, during and after the ordes| 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


COINCIDENCE 


“Going Formal” 


To the Editor: For a noteworthy 
advertising - editorial coincidence, 
see the Palmolive advertisement 
facing the bottom editorial illustra- 
tion and caption on Page 109 of | 


today’s Life. | 


| orations. 


I personally do not see the neces- 


of calving). 
The pardonable enthusiasm o; 


|sity of going to all the trouble of | copywriters is a wondrous quality, 


| having meetings and conferences in | occasionally productive of remark- 


ers to ADVERTISING AGE many years 
and the writer has always taken a 
great interest in same we never 
realized the pulling power of your | 
newspaper until we started getting | 
these letters on this reprint from) 
North, South, East and West. For 


trying to find out what to do to off- | able results. 


Enclosed is a clipping 


set this feeling, when all one has to| of an ad in the December issue of 


do is “park” himself with an open 
ear near a radio set and let the air 
waves bring him his answer. 
C. D. CARVER, 
Manager, Sales Promotion De- 


| 


very little to use—just add a table- 
spoonful to the grain twice daily and 
you will do much to rid yourself of 
“boarders” in the herd. Most feedery 


CARROLL RHEINSTROM, _that reason we couldn't help but| partment, Consolidated Trim- = ’ 
Ward Wheelock Company, New | tell you about it. | ming Corporation, New York. hegentpe-sa 6 VEEN? o86 Defers, 
; ’ during and after the ordeal of calving. 
York. . L. B. KOLLINER, vewe , 
ya Kolli ‘7 ten. Silene Try it yourself. 
"es . he i olliner’s Ine., Stillwater, — 5 
o-- — Minn. Is It Original? ow-Kare is sold by feed, drug and 
QMC Offers Service to purest" se a To the Editor: After staging a| general stores, or mailed postpaid if 
Advertising Agencies “~ s prise baer for a “unique and dealer is not supplied—$1.25 and 65¢ 
To the Editor: This office de- ) tm wom a Ge Aen =e ee ae 
sires to supply informational and| “"" — To the Editor: Your circular let- | erie’ = 04 ps rd , a Pennsylvania Farmer, in the seco:d 
which makes one wonder just how , 
Xictorial assistance to advertising ter on “The Case for Advertising” : si “i we ia last paragraph of which the copy- 
I the judges of this contest interpret paragrap . 
agencies wishing basic or back-| Formal dress is called for in both this |and “The Market Swindle,” etc., th 2 dn “unions ott anteinnt © writer really went off the deep end! 
ground material for service to full page Palmolive ad in the Dec. 15 | was interesting reading from a SS ee SS Can it be that we have been over- 
clients supplying Quartermaster Life magazine and the ay illustra |standpoint of there being an ap- ALLEN GLASSER, looking such an indispensable «id 
items. a at the beng ot pode wag age parent feeling against the “truth” in| Editor, Winners Weekly, New | to the propagation of the race? 
The volume of requests from sa ig” cece. iting +e nes erage | advertising. This, by the way, was York. Perhaps the famed educative value 


the Broadway hit, ‘Junior Miss.” 


advertising agencies indicates the) a “feeling” Idid not know was | y,vyY of advertising is at last becoming 

advisability for a service of this = ing. I, on the other hand, always apparent. If you doubt it—‘Try it 

nature through which the highly} It is my belief that ag ta bc that sooner or later something Would It Work? sourente* " 

specialized needs of advertising| itself can do a marvelous job of de-| would happen along this line. To the Editor: Will wonders W. G. MALOone, 

agencies may be served. fense by calling attention to wae I particularly point to the “ho- | never cease? Advertising Department, Na- 
This office would appreciate | Such as these. |kum” and “bunk” that seem to be On top of halitosis, B.O., Dou- tional Enameling and Stamping 

your announcing this information HERBERT KAUFMAN, |stressed so vividly by our radio! ble-O, Ashtray breath, Dishpan Company, Milwaukee. 


through your publication. 
JOHN S. HAYEs, 


Secretary to the Advisory 


| 
Board, Printing and Advertis- | 
| 


; Mer * 
2d Lt., Quartermaster Corps, ing Clinics, New York. | P a f GOOD N 
War Department, Washington, [Editor’s Note: At the Printing | ortrait Oo a ewspaper 
Bp. ©. and Advertising Clinic mentioned 
,vyY by Mr. Kaufman, Martin E. Gold- | 


From the Firing Line 
To the Editor: Enclosed is a clip- 
ping of a recent ad from the Manila | 
Daily Bulletin. 
Noteworthy is the subtle use of | 
humor and the fact that Dr. Saba-| 
ter is appealing to mixed nation-| 


| beverage is 


man, partner in the Aitkin-Kynett 
Company, Philadelphia, pointed out 
that one of the companies fre-| 
quently referred to as an “extrava- | 
gant advertiser” is Coca-Cola. He 
declared that the average cost of | 
advertising a five-cent bottle of the | 
one-fifty-fourth of a) 


alities as well as Filipinos. Also} cent, or ten drops of Coca-Cola. | 
note that the “Doktor” has been) Elimination of all advertising would, 
decorated by His Imperial High-| theoretically, give the consumer 


ness Mulai El Hassan, whoever the} 
devil he is. 

Evidently no ethics exist con- 
cerning the advertising of the so- 
called “professional trades” over 
here. 

Lr. G. M. Moore, 
59th Coast Artillery, Ft. Mills, 
Philippine Islands. 
[Editor’s Note: Lieutenant | 

Moore’s letter to ADVERTISING AGE | 
was mailed prior to Japan's light- 
ning attack on U. S. outposts in the 
Pacific, including Ft. Mills in the 
Philippines. He protested against 
an ad of the Sabater Optical Com- | 
pany telling readers that “When you 
need glasses don’t forget that old 
man Sabater, manager of this com- 
pany for 31 years, is ready to give) 
you the best service in town.” ] 


this infinitesimal amount of extra | 
liquid. Turning to cigarets, Mr. 
Goldman estimated the cost of ad- 
vertising at one-tenth of a cent per | 
15-cent package. | | 


2. 9 


““Locked-In Flavor” 


vs. Garland’s Paint 

To the Editor: “Love laughs at | 
locksmiths’—now admen can enjoy | 
the joke, too. 

The fuel for merriment is en-| 
closed, two items—(1) engraver’s 
proof of cover plates of our newest | 
direct mail piece, and (2) clipping 
from the Dec. 1 issue of Tide, con- | 
cerning the new Jell-O campaign. | 
It’s a choice tid-bit, you may feel, | 
for your collection of Interesting | 
Coincidences, this use of “locked-in | 


‘A good newspaper renders 
an indispensable service to 
its readers ... to its adver- 
tisers. The Journal is a good 
newspaper! 


v v 
S ~ flavor” for Jell-O and “locked-in | 
ummon a Vignette | whiteness” for our Mordalite white 
To the Editor: The attached clip- | Paint, , oan The Daily Journal is the indispensable newspaper 
: or the record, our hardware r 
ag 4 tact er | whimsy was concocted last July in Oregon Ss only major market... Portland! 
Li A ld : | (affidavit on request), but produc- 
age torre ‘aa tion was held up because of then- 
= pa coed peso prevailing uncertainties regarding .«.fo readers ! «to advertisers 
Few raw materials used to manufacture 1 
rate a t ple this particular product. ' [ 
a - mA fe Jell-O may have been lock-preg- JOURNAL OREGONIAN | JOURNA OREGONIAN 
— eu nant before that date, but we elveutotion circulation advertising advertising 
re the model’s *?Ractcat solemnly swear we were blissfully Total ; Tota 
leg isn't aa oe  MARLY unaware of her condition. Daily 16 904 | Daily 4 94) 44] 3 314 347 
c te " - 
I'll have to see casvat conpunor coat r G. L. ogee . Pere ; °° 60,105 Retail... . ’ ’ 2 Wy ’ 
‘ Lats han. soe ati ree | Advertising Manager, Garlan f \ , 
pi gpm a EEN aensensane Company, Cleveland, O. | Total Daily ser Daily 
ce a ‘ > Oe ee . . ay 
ss Have vignetted om srt mmm em me & City & Retail 108 315 y DISpray 6 449 319 
the darn thing | = Trade Zone.. ’ = 88,821 | Advertising U, ’ 4,584,656 
a N. +a MARSHALL, | rshi ! Daily Advertising in Portland, Oregon 
* Walker Press, Ltd., Toronto. Reade p ABC PUBLISHER'S STATEMENTS, SEPTEMBER 30, 1942 ' First 10 months 1902. gues in agate lines re Media Records 


oe we 


Cites Small Ad Costs 


To the Editor: Much ado has been 
created by the recent radio com- 
mercial used by Lucky Strike. They 
stressed the fact that the amount 
spent for advertising is such a small 
fraction 


To the Editor: We thought this} 
might be interesting for you to| 
know. When you reprinted our) 
advertisement of 50 years ago, in 
connection with our 50th annivers- 
ary, I doubt whether you realized— 
at least we didn’t—the comments 
this would create. We have had 
ten different letters from all parts 


that it is really a neg- of the country from advertising and 
ligible factor in the cost of the) professional men complimenting us 
product. on this ad. Also an advertising 


This is particularly 
me because at a PAC 
in October, 1940, one 
ers made reference to this very 
thing. I am taking the liberty of 
sending you a copy of our Living 
Lithography transcript and ask that 
you read page 33. 


interesting to 
meeting held 
of the speak- 


man wrote one of the publishers of 
our paper stating he had never 
seen anything quite as clever 

We are enclosing copy of “Sheer 
Facts,” published by Philip L. 
Sheers & Sons, who asked permis- 
sion to rerun the ad. 

Although we have been subscrib- 


PORTLAND, OREGON 


‘REYNOLDS-FITZGERALD, Inc., National 
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ADVERTISING AGE 


ce re 


19 


TYPICAL DEALER DOES THE TALKING FOR THE ANPA 


| 


“You hear a lot these days about what adver- 


tising means to people.. 


-how it brings them bet- 
ter goods at lower prices, and makes life more 
comfortable and more enjoyable. Well, advertis- 
ing does all that, of course, but J’m more in- 


terested in what it does for me as a retailer...” 


ly “I'm in business to sell goods, and I've learned about ad- 


© vertising right here at the store counter where results are what 


| count. I've seen how advertising works with my own customers 
and, believe me, I've got alll kinds...” 


“There's Mrs. Stockbridge, for instance, the banker's wife in | 

* that big house up on the hill. She's one of my best customers, 
and so is Mrs. Brickley, whose husband us a foundry foreman. 
Both these families have been trading here for years.” 


3. “| don’t kmow whether Mrs. Brickley and Mrs. Stockbridge 
read the same magazines or listen to the same radio programs 


But I do know that they both read the local newspapers and 


the ads in them...my ads and my manufacturers’ ads.” 


read the 


local papers. So you 
wong by the masufacturers of 


the products | carry means more sales tor me 


This retailer, like other successful dealers everywhere, knows from his own experi- 
ence that newspaper advertising is the one medium through which manufacturers can 


reach all his cust 
for their retailers... 


s and pr 
and th ive 


..when they advertise in local newspapels. "> 


pects. That’s why manufacturers produce more sales 


THE BUREAU OF ADVERTISING + 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION *« OF WHICH THIS NEWSPAPER IS A MEMBER 


This is the first of a new series of 1,000-line newspaper ads issued by the Bureau 
of Advertising, American Newspaper Publishers Association, for publication by 


U. S. and Canadian member papers. 


A typical dealer cites the widespread 


benefits of advertising to consumers. 


Hiram Walker 
Report Reveals 
$6,921,970 Net 


Walkerville, Ont., Dec. 
sides being agreeably apprised 
the $6,921,970 net profit for the year 
ending Aug. 31, stockholders, of 
Hiram Walker-Gooderham & Worts, 
Ltd., also must be finding the com- 
pany’s 20-page annual report inter- | 
esting because of its illuminating, 
carefully arranged content. 


00 


ovnaAMIc 
SUBJECTS 


STOCK PHOTOS 
KAUFMANN FABRY 


425 8S. WABASH AVE. CHICAGO 


WRITE FOR PHOTO LIBRARY 


at | 


17.—Be- | 


graphs of company operations and a 


Between the peach-colored covers 
of the booklet are an attractive) 
center spread showing a color map | 
of the world and the company’s dis- | 
tribution around the globe, a bleed | 
color page showing a bottle of the 
company’s newest brand of whisky, 
several black and white  photo- 


|chart showing the distribution of 
the sales dollar during the fiscal 
year. 


| Sept. 


This chart reveals that selling and 
operating expenses represent 8.8 
per cent of the sales dollar, “Adver- | 
tising continues to play a major part | 
in our merchandising activities,” | 

says the report, “$3,185,887 having | 
been spent for this purpose during | 
the past year.” 

The net profit of $6,921,970 for 
the last fiscal year is compared with | 
a net profit of $6,065,664 for the! 
preceding year. Net sales reached | 
$102,156,227, a gain of $23,477, 550 | 
over the previous year. 


Nash-Kelvinator 
Earnings for the year 

30 were $4,617,052, 
$1,505,151 for the 


ending 
compared 
with previous 
year. 


Canada Dry Ginger Ale 


Net profit for the year ending 
Sept. 30 was $1,637,935, compared 
with $1,002,261 for the year pre- 
ceding. 

Florsheim Shoe 
Net income for the 12 months 


ending Oct. 31 was $1,238,739, com- 


pared with $1,098,231 for the like 

period a year before. 

Wesson Oil & Snowdrift 
Operations for the year ending 


Aug. 30 netted $3,770,942 on a sales 
increase of 24 per cent. 


E. R. Squibb & Sons 


Net earnings for the year ending 


June 30 were $2,200,789, compared 

with $2,175,907 for the year pre- 

ceding. 

Willys-Overland Motors 
Consolidated net income for the 


year ending Sept. 30 was $809,258, 
compared with a net loss of $873,- | 
115 for the previous year. | 
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|ing future’ business, 


Future Business 
First Objective of 
Industrial Copy 


Survey Shows Copy Is 


| 


| ond, 


ing company prestige and holding advertising of a good product was 


present markets. Eighteen months 
ago, before the defense phase of 
marketing began, the marketers 
ranked increasing current volume 
first, procuring new customers sec- 
increasing product acceptance 


| third, and increasing company pres- 


| tige fourth. 


The means by which advertisers 
expect to gain their 
shown by analysis of copy appeals, | 


Slanted for Tomorrow’ g | are increased production first, prod-| 


Stability 


Chicago, Dec. 17.—Prime empha- 
sis in industrial advertising is given 
to stabilizing business for tomorrow, 
A. E. Staehle, vice-president of 
McGraw-Hill Publishing Company 
and publisher of Factory Manage- 


ment and Maintenance, told the 
Chicago Industrial Advertisers 
Association last week at a _ joint 


| meeting with the Dotted Line Club 


and the Chicago Business Publish- 


ers Association. He asserted that 
tomorrow is much closer since 
Dec. 7 than it was Dec. 6 


A survey made among 150 indus- 
trial advertisers, Mr. Staehle said, 
reveals that they consider their 
number one objective to be stabiliz- 
followed by 
holding customer good will, increas-' 


| 
| cations 


uct quality second, uses and appli- 
third, and cost reduction | 
Before the defense phase, | 
copy appeals were reversed, with | 
cost reduction predominant, and| 
increased production in fourth) 
place. | 


fourth. 


On Wartime Basis 


The survey emphasized that the| 
war would make little difference in| 
industrial advertising operations, 
inasmuch as the big change from 
peace-time practices had been nego- 
tiated, and for the past 18 months 
industrial advertisers have worked 
on a virtual wartime basis. 


The survey also touched on the} 
attitude of industrial advertisers 
toward institutional advertising. | 


The overwhelming opinion of the 
panel was that institutional adver- 
tising was only successful in that it] 
promoted the product, and_ thi it! 


the best institutional promotion. 
this connection, 


In 
Mr. Staehle said, 90 


per cent of the companies respond- 


ing agreed that 
represent 


“the product must 


the company. If the 


product is good, the company that 


makes it must be right. 
| less of objectives, 


Regard- 
the only way to 


sell the company is to sell the merits 


objectives,| of the product.” 


Market with the 


The 


Around Its Shoulder 


Rain how 


- x 


CALIFORNIA 


| No. 1 Farm Income state 


Over $6200.00 average cash 


income per farm. 


19461 

year that 
receive the 
return per 


1941 cash farm 
data of U.S.D.A, 
crop. estimating 
Livestock 

Fruits ... Nuts 
Field Crops ‘ 
Vegetable Crops 
Gov, Payments 


the eighth 

California 
nation’s 
farm. 


consecutive 
farmers will 
highest cash 


income based on 
and other official 
agencies, 
$274.010,000 
221,733,000 
210,024,000 
105,164,000 
17,840,000 


S828, 771.000 


2 out of every 3 occupied farms 
in California BUY the PACIFIC 
RURAL PRESS, It is their chief 
source of authoritative information 
regarding growing practices for the 
212 commercial crops they produce. 
It is relied upon for timely market 
news. 


The best 
spending habits 
come group is to 


PACIFIC RURAL 


wav to influence” the 
of this $6200-in- 
advertise in the 
PRESs. 


NEW DOORS TO KNOCK AT 


Troy is among critical areas in which 


federal construction has been 


Part of Point View 


recoln- 


mended by the Defense Housing Coor- 


dinator. 


Home-building in Troy and vicinity 
is the greatest in years; outside agen- 


cies estimate the growth of the city 


alone 


census. (1940 A.B.C. City Zone popu- 


lation, 115.264.) 


By constantly 


tion peaks The 


Record Newspapers, 


For only 


2c per 


Drive Development, Troy. 


Troy’s sole dailies, have more than kept 


pace with this growth. 


line (lowest cost 


for single-medium blanket coverage of 


any major 


than 39.000 


as more than 2,000 since the last 


yy . . 
I ros 
e 


they ll deliver your 


New York State market) 


message to 


Are: 


more 


homes. 


THE TROY RECORD 


THE TIMES RECORD 


A. VIGER 


reaching new circula- 


J. 


Advertising Manager 
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ADVERTISING AGE 


Better Business Bureau 
Prints Vitamin Facts 


National Better Business Bureau, 


New York, has issued “Facts You 
Should Know About Vitamins,” 


another in its series of “Fact’’ book- 


lets. The aim of the publication is 
to furnish helpful information in 
consider'ng advertising claims re- 


garding vitamins. 

The booklet defines vitamins; 
describes their function; warns 
that they are not a cure-all; and 
then discusses individual vitamins’ 
source, properties and applications. 
Vitamin compounds are also treated. 


Gets Order Against City 
National Optical Company has 

been granted a temporary injunc- 

tion against city officials of La 


Crosse, Wis., to prevent them from | 


enforcing provisions of an_  ordi- 
nance passed in November allowing 
the city council to regulate adver- 


tising of eyeglasses, lenses and 
frames. The company seeks a per- 
manent injunction, charging that 


the ordinance is aimed primarily at 
its business. 


The BIG 


IN BUFFALO 


7.8 


NOW, — 
more than ever, 


BUFFALO'S FIRST 
~ for regional © 


‘i’ : | 
ig _| 
New $350,000 Transmitter Plant 


WGR ssox.c. 
BUFFALO'S 5000 watt 
MUTUAL NETWORK STATION 
BUFFALO | 
BROADCASTING CORPORATION 
FREE & PETERS, Inc. 


DECEMBER ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


Commercial Display 


Crosley Asks 


December 22, 1941 


Including Poultry and Displays Including Poultry and Display | 
Livestock Advertising Livestock Advertising | ourt to Halt 
1941 1940 1941 1940 1941 1940 1941 1940 | 
Monthii Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines | . 
ontities Utah Farmer 12.9 9,779 13.9 10.519 9 BOK 9.651 t t t 
American Poultry Jour Western Farm Life 19.9 15.588 1s 14.663 9 +4 12 ed a en ul S 
nal | ‘. . . . 
Eastern Edition 36.0 15,422 24.3 10,407 6.224 1.246 Total Group 116.8 95,294 134.2 108.858 85.760 103.56 Cincinnati, Dec. 17.—The Crosle 
Central Editio 24.7 10.598 16.1 6.894 6.570 3 715 pate ae & , . 
Fentral Edition 84.7 10.598 16.1 896 6,570 3,718 ms. Woeekieo~Nevemher Corporation has filed a motion 
$In all ditions 15.9 6.803 10.8 1.644 1.462 1.287 | 'American Agriculturist 13.7 9.994 19.9 14.500 $954 1 28 federal district court at Pittsbur: 
*Better Fruit 7.0 2.947 50 2.100 2,947 100 Arizona Farmer 24.8 18,763 "3.0 17.382 18 6 16.964 aski - ini 
Breeders Gazette 15.6 7,001 11.2 5,053 1340 869 | "California Cultivator 26.9 0,327 27.2 20,541 19 > 20,069 king the court to enjoin t 
Calitornia Citrograph 17.5 11.763 13.7 9.186 11.762 1186 Dakota Farmer 11.4 S80 11.9 9,218 & SOR 9.218 prosecution of three suits broug 
Capper’s Farmer 22 15,137 24.6 16 a 14.645 16,258 |} *Farmer, The , Jeacti > if 
*Carolina Co-operator 6.0 2 t4 9.9 2,457 2,534 2,45 General Edition 24.0 18.829 24.9 19.536 18.326 18.958 by the Westinghouse Electric 
Country Gentleman $7.6 25,517 28.0 19,064 24,628 18,526 Local Edition 28.3 22,179 28.3 22,167 21,560 21,589 Mfg. Company involving refrige: 
a*Flectricity on The |} 'Idaho Farmer 16 12.248 16.5 12,433 12.239 12.419 » oe » 
Farm 7.8 2,766 9 1,395 2.766 1.395 |2Kansas Farmer 17.1 13,012 23.2 17,649 9,772 15,200 tor patents. . , —_ 
Farm and Ranch 17.9 13,614 17.9 13,539 12,37 12,969 Michigan Farmer 21.0 16,120 20.9 14,190 14,582 The suits were filed in Cincinn: 
Farm Journal & |} ‘Missouri Ruralist 12.4 140 16.0 8,182 11,429 = , ¢ - re - ; + 
Farmer's Wife 34.6 14,845 35.4 15,194 14,087 14,414 |2Nebraska Farmer 25.4 18.506 32.6 16.555 22.022 Crosley attorneys related in e 
wioride Grower Mae &.8 5.966 10.4 os2 5.960 7,082 | pareenae 4 Editions 30.3 22,085 36.5 26,592 18.916 24,051 | Motion, after Crosley took co) t 
*Hoosier ‘armer 11.2 », O25 oS $.425 5,025 $425 | 2*New ingland Home- — . . 7 2 te 7 F 
‘Idaho Granger 7.1 7,786 5.7 6,146 7,756 6,146 stead 17.5 12.261 17.6 12,298 10.269 10.746 | action in Pittsburgh seeking a de-- 
*Kentucky Farmers’ }2Ohio Farmer 19.0 14,572 27.4 21,048 13,344 19,922 laratory judgment on the rights to 
Home Journal 6.6 5,154 5.8 1,508 4,248 4 ‘ Oregon Farmer 15.9 11.979 16.1 12,169 11,970 12,155 . " ans : a 
*Michigan Farm News 1.1 2.170 2.1 4,172 2,170 4,172 | “Pacific Rural Press the patents. At stake are features if 
*National Livestock Northern Edition $2.9 24,865 36.2 27,353 23.576 26,645| refrigerator construction such s 
Producer 16 2882 2.6 1,859 2.882 1,859] Southern Edition 32.9 24,906 32.0 24,170 23,047 23,378 | glace =— eee : 
Nation's Agriculture 6.0 2,683 1.5 O35 2.4 O33 §Koth Editions . 28.5 21,523 29.9 22,609 20,234 21,901] 8lass shelves, breaker strips and 
"New Jersey Farm * don 5 nee ” nag | pennsylvania Farmer.. 14.2 10,901 23.3 17,891 10,149 16,749] designs, and Crosley claims that the 
& Garden 7 7 3 ) 873 , »743 | *Prairie Farmer , . . 
*Ohio Farm Bureau | Ill. & Ind. Editions 20.8 15.152 27.3 19.905 15.145 19.905 patents either are invalid or hi e 
News . 10.9 4,906 v8 4,388 4,831 1,298 |*Rural New Yorker 16.2. 12,700 19.0 14,922 10,540 12,896] not ux infringed. 
| Poultry Tribune “Wallaces’ Farmer 33.9 26,562 36.2 28,399 19.890 22,264 . ne : 
Eastern Edition 35.4 15,198 8.9 12,418 6,355 124 |'Washington Farmer 16.4 12.419 15.9 11,990 12,411 11.990 A simuilai “n has been filed 
Central Edition 25.1 10,766 20.1 8,625 », 963 »,189 | 2Wisconsin Agriculturist 18.5 14,528 22.4 17,558 14,493 17,3481] j istrict co t in ej ati 
Western Edition 18.2 7,800 15.0 6,438 5,546 4,850 in district court i innati, like- 
Pacific Edition 19.4 8.331 16.2 6,941 558 029 Total Group 459.4 349.033 517.9 393.174 321,201 370.077 | Wise asking that prosecution of t ie 
Sin all 4 Editions 16.1 6,918 13.6 5,854 » 416 4,399 vr iY aie . 
eemsemede Saree Weekllex—November Westinghouse suits be halted. 
Carolina-Va. Edition 96.3 19.139 25.1 18,268 18,554 17.665 | *Capper's Weekly 4.3 9,509 7 8,363 9,468 8,342 
Georgia-Ala. Edition. 26.5 19,303 25.5 18,561 18.706 17,981 | TDairymen’s League : 
Kentucky-Tenn, Ed 24.2 17,641 24.0 17,479 7,132 16,934 News ’ 1.5 2 7 2,684 3,057 2,348 
Mississippi-La.-Ark tWeekly Kansas City 
Edition 23.2 16,897 23.0 16,384 16,369 Star Missouri Edition 4.3 10,473 6.1 15,10 10,373 14,374 Segall Adds Two 
Texas Edition 24.4 W770 «24.1 17,265 17,069 © , - 
Sin All 5 Editions 21 15,521 20.1 15,166 14,399 Total Group 13.1 23,255 13.5 26,149 22,898 25,064 Theodore H. Segall Adv ert: ng 
$Average 5 Editions. 24.9 18,150 24.3 17,608 17,204 Agency, San Francisco, has been 
. - Dailies—Novemt 
Southern Agriculturist. 14 10,005 14.9 9.654 10,221]. 2 - fe cir > — named to direct a radio program for 
lo e > » , 5.5 ‘ 597 17 Mmecago “at rovers am es 
~etetcsct: hy Sacmin . ; + + +4 s 15947 +4 76 Journal 27.1 7,623 28.1 9.878 8,79 58,203 Associated Dental Supply Comp: ny, 
*Kansas City Daily od hes er wt _._...|maker of Painless Parker tooth- 
Total Group ... 605.4 343,278 528.8 206,698 295,181 272,592 provera Telegran hee Eye stro’ 9°82) paste, and has been named to direc 
Monthlies— November ‘Omaha Daily Journal ara ae is oe oh ‘ pe ti ”* f Cl na Cal dove ny 
American Fruit Grower 5.4 o 49) 4 102 121 » 402 Stockman 24.3 1.759 21.9 46,578 2.439 31.609] e aavertising o ara-Ua ream- 
Arkansas Farmer.. 5.1 s6200 «6.1 4,604 862 «64,592 | *St. Louis Daily Live ery. 
Wvyoming Stockman Stock Reporter 14.9 1799 15.7 33,504 26.840 25,710] 
| 
Farmer. ; 5.1 4,597 6.5 i745 4,405 5.579 ae : 
; Total Group 82.4 17 19 98.1 208,849 122,832 15 04) 
Total Group 15.6 10,890 17.9 12,781 10,698 12,57 
Semi-Monthlies—November |} *Figures furnished by publisher 
*California Grange al940 format 8 lines to page 1941 format ines to page; 
News G8 7.312 & 5 9,156 7. ean 9.156 | also 238 line pages 
Farmer-Stockman 14.2 10,761 19 14,487 10,591 14,355] 'Two issues both years 
| Hoard'’s Dairyman 20.0 14,542 21.1 15,338 1 3) «613,778 “Three issues both years 
Indiana Farmer Guide %0 ono 4 808 O19 9.767 Three issues in 1941; two issues in 1940 
Missouri Farmer 6.5 120 ao 6,935 wo 6.879 | ‘Two issues in 1941; three issues in 1940, 
Montana Farmer 14 LO, 767 18.6 14,049 449 13,167 'Five issues both years 
*Oregon Grange tFMour issues both years 
Bulletin 13.3 14,406 12.8 13,902 14,406 13,902 §Not included in. totai 
a | . ° 
Admen to Inspire DecemberFarm = Griswold Joins OPM 1 out of 
i . Arthur R. Griswold has left he Grange Farm 
I d t Publi Pa Lin U Fuller & Smith & Ross, New York, 1 out of every 
 . “ . str acl 
naus ry, Cc, per age Pp. to join the Office of Production farm families: 
Garrett Declares Others Decline Management as chief of the infor- tion is 80,000 
mation and reports section of the r this ve 
: iy : aye pe wT TE : ai at : narket 
Detroit, Dec. 16.— Advertising is! Chicago, Dec. 17.—While farm div ision of contract distribution, “ps oes 
inseparably bound with industry) pap venorting ¢ N b New York. This is the second time Grang 
‘ ari ‘ ore . . » ; - hey . : : 
: ee! gra gh ‘ibility paper: Spores 01 ovember’ Mr. Griswold has interrupted his ge Bulle 
and holds a new war respons! J1 ity were showing linage decreases in News, Washine 


—to provide “a clear concept of the! figures compiled by the Publishers’ 
eee ag  Riiconage ee or Information Bureau and ApvERTIS- 
rork 4e yar =»manas —fra 
wwe 2 ies we oe x Ul! ING AcE, the December 
Garrett, vice-president and director)... 
‘ 1} ag ‘ _.| indicated a 11.9 per cent increase, 
of public relations, General Motors | 
Corporation, declared last night at Later returns on November month- 
the 36th anniversary dinner of the lies showed a 14.8 per cent decrease. 
Adcraft Club of Detroit. In each instance the monthly re- 
“More than any body of men || turns are compared with the same 
” 9 7 . . . 4 
know,” Mr. Garrett told the Detroit; month for 1940. — 
group, “vou advertising men under- November semi-monthlies showed 
stand the American people as they | @ decline in linage of 12.5 per cent 
are and American industry as it is.| Compared with 1940. Linage for 
You have a responsibility to the November bi-weeklies indicated a 
people to interpret what industry is| decline of 11.2 per cent. 
doing, for the inspiration it will Farm weeklies reporting for No- 
give industry to do a still better job vember showed a 11.1 per cent de- 
and for the inspiration it will give | Crease compared with last year. No- 
the nation to go invincibly on.” | vember farm dailies also showed a 
The G-M official suggested sev- decline of 16 per cent in linage 
eral chapters for what he called “an | Compared with a year ago. 
American primer” on how to help 
further the victory over the Axis 


45% of Buyers 


powers. Let us work for victory, 
he said, through: . ’ 

1. A better understanding that In Men S Wear 
never was industry more united 


Stores Are Women 


Toronto, Dec. 17.—Approximately 
45 per cent of the customers in 1,438 


than now on winning this war at 
any cost; 


2. A better understanding of 


what it is we are fighting for: 
A better understanding that 
differences between management 
end employes should be submerged 
in getting the war job done; and 
4. A better understanding that 
there is hope for a world of 1960 
that transcends anything yet known 
if we will but imagine and build it. 
“The assembly line is now on its 
| way to win the war,” Mr. Garrett 


men’s wear retail stores in Canada 
are women, according to a survey 
just completed and published by the 
Canadian Home Journal. 

This percentage rises during holi- 
day gift seasons, with 97 per cent 
of the stores reporting that adver- 
tising men’s wear to women would 
increase especially during 
Christmas and to a lesser degree for 


sales, 


Easter, fall, Father’s Day anc 

continued. The task devolving upon ord y aa 
os ; spring, in that order. A preference 
industry is to focus on production ‘ 
for nationally advertised men’s 


of war items urgently needed all the 
energy and vigor and skill that can 
be gathered. It will tax resources, 
manpower and temperaments. But 
it is a job industry must and will 
| do.” 


wear was revealed in 79 per cent 
of the replies, and women visit the 
stores and influence the purchases 
of men according to 86.5 per cent 
of the replies. 

Percentages of total made 
to women shoppers, according to 
various items, was reported as fol- 
lows: men’s shirts, 36.8 per cent: 
New Haven, has appointed Suther- men's socks, 39.9 per cent; men’s 
land-Abbott, Boston, as advertising ties, 36.9 per cent; men’s underwear, 
agency effective Jan. 1. Holmes C. 25-6 per cent; men’s suits, 10.5 per 
Hurll has been named production cent; men’s sport clothes, 14.8 per 
manager of the agency. cent; men’s jewelry, 20.2 per cent. 


sales 


| Rockbestos Appoints 


Rockbestos Products Corporation, 


monthlies | 


| advertising career to take a govern- 
ment post; in World War I he left 
the Erickson Company to serve with 
the production division, Bureau of 
| Aircraft Production, Dayton, O. 
| 
To Royal Typographers 
Harry B. Kolley, formerly super- 
intendent of Kurt H. Volk, New 
York, typographers, has _ joined 
Royal Typographers, 
in the same capacity. 


Philadelphia, 


low 


One 
space order 
yn—does the jo! 


tin, Id 
Grange 
ton "_one 


group rate— 
pone campa 


PACIFIC GRANGE FARM GROUP 
Mills Building, San Francisco 
: Representatives 
1.Wm. Hastie, N.Y. + F.E.M.Cole & Son, Chicago 
a. 


Chicago 


Talent to Originate 


Season's Greetings — 


AMERICAN COLORTYPE COMPANY 


Skill to Produce 


@ New York @ Clifton, N. J. 0 


@ Coshoctor 
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ADVERTISING AGE 


STOCKS DWINDLE 


"SONS | 


TRIPLE BARGAIN 


i i i a ie ie a a a i 


= aa =Ssssases rE “al | 
tan Gel! 


ng VS «6 meh 4 


These apphonces were ordered ond mode betore the presen! nahonal 
emergency They re all brondnee lates! mode, Milly guerenteed ‘ 
SS 
et © SEED © a cee GE ete cemsem i—> 
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Although continuing its “triple bargain" 
campaign in New York newspapers. 
Consolidated Edison Co. shows in this | 
copy how the pinch on consumer goods 

stocks is being handled. The legend, | 
"Sorry, Toasters All Sold,"’ also appears 
in window displays and posters through- 

out the city. 


Buck Leaves McC-E 


Wendell Buck, account executive 
with McCann-Erickson, New York, | 
has resigned to open his own pub- 
licity and public relations offices at | 
489 Fifth avenue, New York. 


CASTLE 


| 


DECEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


2) whose 


“Almost Repulsive But 
Copyrightable’”—Judge 
Judge F. Ryan Duffy, of Milwau- 
kee federal court, has ruled that 
although the sketch captioned “The 
Original Optimist” is “almost repul- 
sive to look at, the drawing con- 
tained sufficient novelty to attract 
and hold the attention of many 
people.” He ruled that the sketch, 
which is alleged to have been used 
on calendars of La Budde Feed & 
Grain Company, Milwaukee, in 1938 
and 1939, is a subject for copyright. 
Mrs. Helen Stuff, Kearney, Neb., 
late husband, a cartoonist, 
and another artist drew the sketch, 
is suing for an injunction and dam- 


| ages of $250. Counsel for the 
| defendant, moving for dismissal, 
contended that the work was not 
“artistic, neat or original,” and 
| “definitely not the fruit of intel- 
lectual labor.” 
Pure Food to Mathes 

Pure Food Company, Mamaro- 
neck, N. Y., has appointed J. M. 


—1941——_,__ -— 1940 1941 -_ 1940 
Pages Lines Pages’ Lines Pages Lines Pages’ Lines 
GENERAL Screenland (Sc.) 22.4 0606 18.9 S098 
*Ace Fiction Group 13.1 2,936 12.6 2.814 |Screen Life (F) 31.4 13,181 25.¢ 10,757 
American : ‘ 4.1 14,613 40.3 17,279 | Screen Romances (M M) s0.1 12,898 22.5 1654 
*American Forests. 7.2 3,010 9.2 3,864 Silver Screen (Sc.) ; 22.4 8,606 18.9 8,112 
*American Girl 7.0 2,921 8.0 42 True Confessions (F) 26.9 11,299 25.9 10,857 
American Home .. 3 28.5 17,996 3.0 24.671 > True Experiences (Mac) B8.2 12,110 27.8 11,911 
American Legion ..... 9.6 4.126 0.0 1.2530 | True Love & Romance 
Arts & Decoration (Mac) , 27.6 11,840 24.0 10,28¢ 
(Combined with Spur).. 15.2 4505 14.0 S876 True Romances (Mac) 30.3 12,977 27.0 11,579 
Se cee re — 4.0 1,722 1.2 515) True Story 44.9 19,274 10.6 17,42 
Better Homes & Gardens sO8 19,477 40.1 25,353 | Vorue + 124.9 78.906 116.9 TASA2 
ee ae 22.8 15,491 22.3 15,134 | Woman's Day 24.4 10,46 18.5 7.051 
Child Life ‘ 7.4 3,187 10.1 1.534) Woman's Home Companion 61.0 $1,492 19.9 961 
Christian Herald 23.0 O S66 21.3 9.117) You 20.0 12,354 26.9 16,085 
eae 2.9 1,966 3.7 2,526) Your Charm 22.5 9,654 21.5 9,242 
Cosmopolitan 50.5 21,658 $5.7 19,611 
Country Life . 27.4 18,376 34.0 22,874 Total Group 1304.2 671,696 1,184.5 609,156 
Daring Detective .. 8.6 3,592 7.3 O84 
*Dell Detective 12.0 5,152 rr) 1,063 STANDARD MAGAZINES 
a peas 8.4 3.590 5.9 2.540 | American Mercury 10.2 1.855 10 2 O09 
Esquire (City Edition) 4.871 193 129,892 | Atlantic Monthly 5.3 13,139 4 12,9138 
Sisquire (National) 87,479 136.7 81.840 Harpers Magazine 61.8 14,709 50.0 11,00 
*Eextension 7,214 6.7 1.596 
Film Fun 3,298 i 2 661 Total Group 127.2 9 7038 114.6 26,822 
Fortune — 78.034 a5: 60,198 
Front Page Detective. 5,095 4. ro99 OUTDOOR 
*Girade, Teacher, The 5,539 14.4 6,372 | American Rifleman 23.0 8 S81 23.0 W844 
House Beautiful. 28,781 42.3 26.756 | Field & Stream. 26.4 11,303 26.6 11,409 
| House & Garden 35,987 53.7 33.924 | Fur-Fish-Game 18.6 7,975 19.8 8,505 
*Improvement Era 5.O85 11.8 5.028 | Hunting & Fishing a0 1,262 11.0 1.697 
Instructor ......... 6.501 13.0 8.847 | National Sportsman 10.5 1.485 10.8 1.656 
Mechanix Illustrated 8,710 IOS 8,904 | Outdoor Life 22.2 O.528 23.7 10,150 
*Moose Magazine 3.00: 5.4 2,323 | Outdoors . 5.6 2.413 11.0 1.720 | 
*Motor Boutine f 17.082 19.9 21,564 | Outdoorsman 16.4 7.033 12.0 », 148 
National Geographic 6,730 26.4 6.294 | Sports Afield 16.1 6.895 17.9 7,656 
Nation's Business 15,910 40.1 17,221 | 
*Nature Magazine 2,273 5.0 546 Total Group 148.4 63,775 155.8 66,774 
Spat Mead tor Boys 6,667 615.0 = 6,423) ean, ORDER 
Physical Culture 3,029 10.0 4,27 le ra * i; wae . era | 
, ps - omfort 3.4 3Ze 2.8 1,N7t 
| Popular Mechanics 18,41 S5.0 ‘ E . : : num 
*Popular Publications 5,307 13.9 3,123 | + . ot ge pth. 
nee a , , me : "| Woodmen of the World 1.6 679 } 1,422 
Popular Science 15,276 65.1 14,587 
aaa... 6 28350 ns Raat | Total Group 71 4465 865,069 
Scientific American 16.3 6,979 9.7 4,153 NOVEMBER WERERLIES 
oe ; 12.2 250 6.1 2,600) *American Weekly 34.5 65,644 20.6 39,146 
*Street & Smith Fiction ‘Business Week 201.8 86,551 160.1 OS,078 
GrOUP ...cccsscecnes 10.6 2,370 7.3 1,624 *Collier’s 202.0 137,327 191.2 129,995 
eee 27.0 11,441 24.0 10,352 | +Cue cag 70.8 34,227 68.2 20.243 
*Thrilling Group 20.0 1.476 0.3 1.514 Family Cirele 75.1 32.201 85.2 36.5238 
Town & Country Hu.8 46,907 8.0 SY.585 ) Forbes 25.6 1O.960 95.7 11,015 
BOURWOL acne can 5.3 3,318 9.7 6,118 Grit 19.6 17,627 17.2 15,884 
True Detective . 7.3 3,111 S.6 704) tLiberty 81.2 34,824 £0.38 34,465 
*Yachting 39.0 24,048 10 25,458 | Life 282.8 192,299 234 159,270 
Look ine 10.6 27.611 22 15,141 
TOC Group ..cciree 1347.8 659,143 1,368.4 681,273 Movie & Radio Guide 26.2 17,805 16.7 11,326 
WOMEN'S MAGAZINES Newsweek 140.8 GO417 122.5 2,585 
Glamour ..... ‘ ,0.1 12,932 15.8 6,786 |) |New Yorker 99.0 128,27: 264.2 113,338 
Good Housekeeping S200 35,166 S304 776) Pie ‘ 3.5 2.380 23 1,487 
Harper's Bazaar 94.2 63,266 82.3 5,270) TSaturday Evening Post OSS B2LOOOS 265.7 180,649 
Holland's a be 11.6 8,756 6.5 £011) *Scholastic 10.5 1ane 12.1 6,234 
Hollywood (F) 30.1 12,649 25.0 10,891 This Week Magazine ro >, 111 28.2 20.001 
Household 18.4 12,872 14.2 1650) Time - 261.5 112,190 217.8 s.414 
Junior League 17.6 11,133 2OLS 12.069 *l'nited States News, The TS0 1465 ys 24,082 
Ladies’ Home Journal S4.0 7,102 70.7 $5,082 *New York Times 54.7 54,731 $4.1 34,122 
Mademoiselle 108.0 1H,550 129.7 55,648 
McCall's Tr Tere Th 3 36.217 52.6 $5,757 Total Group 2,279.5 1,318,141 1,926.7 1,085,493 
Modern Romances «M M) a) 11,716 18.3 7,850 
Modern Screen (MM) 32.5 13,03 32.% W745 Under women's magazines, (FF) indicates Fawcett; 
Motion Picture (F).. 30.4 1 26.0 10,906 | (MM) indicates Modern Magazines; (Mac) indicates Mac 
Movie Story (FF)... 31.1 l 26.9 11,310) fadden; (Se.) indicates Screenland 
§Parents’ i. ee : 19.5 y 51.2 21,960 *Figures furnished by publisher 
Parents’ (N. Y. Metro, Ed.) 51.9 D7 23,880 | ‘5 issues both years 
Photeplay-Movie Mirror tS) issues 1940 and 4 issues 1941 
(Mac) .. ia ‘ 35.6 15,273 26.7 11,434 fh issues 1941 and 4 issues 1940; all other November 
Radio Mirror (Mae) 24.9 10,698 21.8 348 | weeklies 4 issues both years 
Romantic Story (F)...... 23.6 OSS 19.9 8,373 | §Not included in total, 
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Pond’'s and Biow 


Join Audit Bureau 
Pond’s Extract Company, New| 
York, has joined the Audit Bureau | 


of Circulations, and its president, | 
Clifford M. Baker, will represent 
the company in bureau activities. 


The Biow Company, New York, and 
Opera News, New York, also joined. 

Three business papers, American 
Aviation, Washington; Glass Indus- 


| try, New York: Chemical Industries, 


New York; five daily newspapers, 
News-Virginian, Waynesboro, Va.; 
Union, Warsaw, Ind.; Times, Toledo; 
Gazette and Daily News, both of 
Texarkana, Ark.; and eight week- 
lies have joined the Bureau. 


| 


“SO DOI!" says WSAI's Winged Plug, ‘‘A SELLING punch!” | 
Just ask any of the 113 current program and announce- 


ment sponsors who are socking away at my receptive 
audience 238 quarter hours during the week! And I'm in 
their corner, helping them win the sales decision by 


PLUGGING THEIR PROGRAMS. Street car and bus cards, 


neon signs, news pictures, movie trailers, taxicab covers, 


downtown window displays 


for dealers . . . yep, | use ‘em all!"’ 


NBC RED AND BLUE—5,000 WATTS NIGHT AND DAY 


REPRESENTED BY INTERN 


and a monthly house-organ 


CINCINNATI’S 
OWN STATION 


ATIONAL RADIO SALES 


| gain 


pared with 


| year-old 


Weeklies for 


November Show 
21.4% Linage Gain 


Chicago, Dec. 17. — November 
weeklies lead the parade of national 
magazines in linage gains, accord- 
ing to latest information supplied 


by Publishers’ Information Bureau | 
and figures compiled by ADVERTIS- | 


ING AGE, with an increase over No- 
vember, 1940, of 21.4 per cent. 

While general magazines for De- 
cember were showing a 3.2 per cent 
decrease in linage compared with 
the month a year ago, women’s 
magazines for December were reg- 
istering a 10.3 per cent linage in- 
crease, 

Standard magazines had a linage 
of 10.7 per cent. Outdoor 
magazines for the month had a lin- 
age decrease of 4.6 per cent. Mail 


order magazines showed a 11.9 per 


for 
December, 


December 
1940 


cent decrease com- 


Cowan & Dengler 
Demands Schenley 
Pay $105,000 Fee 


New York, Dec. 16 A three- 
advertising campaign 

by Schenley Distillers 
Corporation held the spotlight in 
supreme court here this week 
when Cowan & Dengler demanded 
payment of $105,000, representing 
agency fees on a $700,000 expendi- 
ture in newspapers and magazines 
for Old Quaker whisky. 

A motion by the plaintiff to ex- 
amine the defendant before trial 
was partially granted by Justice 
Wasservogel, who ordered S. D. 
Hesse, Schenley advertising direc- 


sponsored 


tor, to give information regarding| pages come Uncle Sam’s muscles!” 


| the Old Quaker drive and to pro- 
/duce books and papers relating to 
| this activity. The court turned 
_ down a request for more extensive 
| examination by the plaintiff. 
According to the Cowan & Deng- 
' ler complaint, plans for a campaign, 
'including copy and layouts, were 
submitted to Schenley in March, 
1938. The theme revolved about a 
research project in which consum- 
ers were to be asked to sample sev- 
eral liquor brands and to pass judg- 
;}ment on the price and quality of 
| each, 


Started Drive in Fall 


In the fall of 1938 Schenley 
launched a newspaper and maga- 
zine drive based on this idea, the 
agency claims, and during the 
course of the promotion spent $700,- 
000. Members of the agency who 
allegedly conferred with Schenley 
on the campaign idea were Stuart 
D. Cowan, president: H. W. Deng- 


ler, vice-president and_ treasurer; 
and S. D. Cowan, Jr., account ex- 
ecutive 

In answering the complaint, 


Schenley entered a general denial 
No mention was made of the exist- 
ence of a contract by either plaintiff 
or defendant. 

The Old Quaker campaign was 
handled by Blackett-Sample-Hum- 
mert 


“American Legion” Starts 
Advertising Offensive 


American Legion Magazine, New 
York, will begin a series of public 
relations messages in its January 
issue on behalf of industry, adver- 
tising, and the system of free enter- 
prise. 

The first of the series, prepared 
by Newell-Emmett Company, New 
York, portrays Uncle Sam _ begin- 
ning to roll up his sleeves, with the 
headline, “Out of the advertising 


Mathes, New York, as advertising 
agency. 


blanketing 11 states 
and 12 million 


people 


1) 4 
(el _| 


50,000 Transmitter Plant 


ty 


New 


WKBW 1520. 


€. 


BUFFALO'S 50,000 watt 
COLUMBIA NETWORK STATION 


ae ae 
BROADCASTING CORPORATION 


National Representatives 
FREE & PETERS, Inc. 
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December 22, 1941 


Canada Dailies’ | 
Linage Up 8.6% | 
for October | 


Toronto, Dec. 17.—Canadian daily | 
newspaper linage was up 8.6 per 


cent during October, as compared | 


with the same month last year, 
according to I. H. Macdonald, gen- 
eral manager of the Bureau of Ad- 
vertising. 

National advertising volume 


showed the greatest gain, 10.4 per. 


cent, while retail linage increased 
7.7 per cent. For the 10 months 
ended October, total linage was up 
5.1 per cent; national, 3.1 per cent; 
and retail, 4.8 per cent, as compared 
with the same period of 1940. 

Mr. Macdonald pointed out that 
the gains mark a continuance of the 
trend of the past few years. The 
ten-month figure for 1941, for ex- 
ample, represents a gain of 7.2 per 
cent over the same period of 1939, 
and a corresponding gain over 1938. 


“Blackout” Ends as 


Rain Comes to Rescue 

Heavy rainfall in the Southeast 
has increased the available supply 
of hydro-power in that area above 
the danger point, with the result 
that the OPM has removed all 
restrictions on power conservation 
and ended the “blackout” of all 
lighted advertising. 

Donald Nelson, priorities director, 
and J. A. Krug, power chief, praised 
the public and industry for their 
cooperation during the period in 
which a threatened shortage caused 
the restrictions. The 13-state power 
pool created to meet the situation 
will continue in effect for Decem- 
ber at least. 


| 
| 
| 


Getting Personal 


Hertzig to Buffalo 

Austin E. Hertzig, formerly Pitts- | 
burgh district manager for Good- 
year Tire & Rubber Company, 
Akron, O., has been named district | 
manager in Buffalo, N. Y. Daniel | 
E. Randall, formerly Buffalo district 
manager, will take Mr. Hertzig’s | 
post in the Pittsburgh area. 


i 


1 


oui _ | 


af 
shew * WHUO! 


This market—more populous 
and profitable than ever — 
dials WHIO because it car- 
ries top net and local shows. 
Better shows— 
to this better 
market — mean 
better sales for © 


you. 


DAYTON 
MARKET 


BASIC CBS. 
5000 WATTS 


_G.P. HOLLINGBERY CO.. 


ADVERTISING AGE 


Now that the IAA’s annual Christmas party is over and the books 
balanced, the worried frown has disappeared from the face of “Bill” 
Phillips, of International Nickel’s advertising department. He han- 
dled tickets and finances. . . Fred Walsh, treasurer and space buyer 
of Newell-Emmett, is going in for farming in a big way. A herd of 
cattle and a crop of tomatoes are scheduled for his Maryland farm. . . 

Frances Ann Kenner, daughter of Hurnard J. Kenner, manager of 
the Better Business Bureau of New York City, is honeymooning in 
New England with Donald W. Parke, of Binghamton, N. Y. The 
groom, a corporal in the 96th Coast Artillery, obtained leave from 
his post at Camp Davis, N. C. . . Carroll Hudders, of J-W-T’s press 
bureau, has enlisted in the army and is serving Uncle Sam at Gov- 
ernors Island. . . 


Robert Ramsay, head of the Robert E. Ramsay Organization, has 
served 21 weeks on a federal grand jury and the defense has just 


SALES PROMOTION'S HEAVEN 


ON EARTH 


When the Industrial Advertising Association of New York presented the skit, 
"Advertising Functions,” Dec. 4, this scene depicting the qualifications of sales 
promotion men for entering the kingdom of heaven was portrayed by: John E. 
Wiley, v. p., Fuller & Smith & Ross, New York, as St. Peter; Miss Lee Williams, of 
the same agency, as secretary; Allen Rood, McGraw-Hill Publishing Co., far 
right, as narrator; Gordon Tuthill, advertising manager, Crucible Steel Co. of 
America, as advertising manager; W. J. Scarlett, Wallace & Tiernan Co., Belle- 
ville, N. J., as sales manager; Ray Muscarell, G. M. Basford Agency, New York, 
as salesman; Milton W. Infeld, Wilgo, Inc., New York, as letter shop man; W. M. 
Curtis, Fuller & Smith & Ross, as printer; T. B. Little, Steel Publications, New 
York, as space salesman; and Fred Clark, Jr., Fuller & Smith & Ross, representing 
management. 


about swung into action. He’s holed in for the winter—at the very 
least. . . 


Harry M. Bitner, publisher, Pittsburgh Sun-Telegraph, has been 
elected to the board of trustees of his alma mater, Franklin & Mar- 
shall College, Lancaster, Pa. . . Frederick Dickinson, newly-appointed 
s.m., Bureau of Advertising, ANPA, was guest of honor at a luncheon 
held by the Newspaper Representatives Assn. of N. Y. . . 


Alvin L. Kline, a.e., Burton E. Vaughan, Little Rock agency, has 
been made publicity dir. for the defense bond drive in that state. . . 
Theodore L. Sweet, New England s.m. for Rumford baking powder, 
has been granted a leave of absence by the Rumford Chemical Works 
to accept the post of priority specialist, food division, purchasing dept., 
OPM. Raymond E. Gaylord, Rumford s.m., has taken over Mr. 
Sweet’s duties. . . J. Harold Swanson, former g.m. of the defunct 
Morning Post, Jamestown, N. Y., has been appointed defense coordi- 
nator of Chautauqua county... 


William B. Arnold, publisher, San Antonio Weekly Dispatch, has 
been elected chmn. of the board of the Lower Colorado River Au- 
thority. Leroy Swartzkopf, 
secy.-treas., and Aubrey Kline, 
director, San Antonio Advertis- 
ing Club, have been elected di- 
rectors of the San Antonio Golf- 
ers Club. . . Bill Polje, Pollyea 
Advertising, Terre Haute, is pro- 
motion umpire for Terre Haute’s 
new franchise in the Three-Eye 
League. .. E. R. Borroff, NBC 
central division Blue network 
s.m., and E. K. Hartenblower, 
Blue salesman, were guests of 
John Grimes, a.m., Wheeling 
Steel Co., at the company’s 
Christmas party for employes. . . 

R. K. “Bob” White, who re- 
cently left Campbell-Ewald to 
become general manager of 
Wright - Sonovox, Inc., Chicago, 
was given a great send-off by 
his Detroit friends in advertis- 
ing at a dinner at the D.A.C. 
December 17. . . H. A. Speckman, 
s.m., McCandlish Lithograph 
Corp., Philadelphia, recently 
spoke to the business administra- 
tion students at Baldwin-Wallace 
College, Berea, O., the advertis- 
ing classes of the U. of Michigan, 
and the Advertising Club of Columbus O., all in one week. . . 

William T. Anderson, editor, Macon Telegraph, and former pres. 
of the SNPA, is recovering from a broken leg received in an auto- 
mobile accident. . . Thomas F. Conroy, Thomas F. Conroy, Inc., San 
Antonio agency, is publicity chairman for the defense bonds and 
stamps campaign in that area... 

Jack Willem, of Stack-Goble, Chicago agency, took his first color 
movies at the Hot Springs ANA-Four A’s confab, and exhibited them 
to the celebrities and near-celebrities most concerned at the house- 
warming of his new Wilmette home Dec. 5. . . Walter A. Burke, San 
Francisco office of McCann-Erickson, is chairman of the awards com- 
mittee of Alpha Delta Sigma, advertising fraternity. Assisting him 
are: Lowell Thomas; W. C. Billig, U. of S. Cal.; Ken R. Dyke, NBC; 
Don E. Gilman, NBC, and G. D. Crain, Jr., publisher of ADVERTISING 
Bee és 


FAVORITE MOVIE STAR | 


Everybody was happy when Stuart 

Scheftel, publisher, Young America, pre- 

sented this scroll to Errol Flynn, signify- 

ing that he was the favorite movie star 
of Young America's readers. 


| ° 
| aging 
| through such means as increasing 


| practices can be curtailed 
_ interests of economy, meaning the 


Baking Industry 
Approves New 
Economies 


Basic Ad Programs Not 
Affected, Spokesmen 
Explain 


Washington, D. C., Dec. 16.— 
Widespread changes in distribution 
and packaging practices of the 
baking industry appeared in the 
offing this week following a confer- 
ence between industry representa- 
tives and officials of the Offices of 
Production Management and Price 
Administration. 

Details of the new program and | 
the form it will take have not been | 
worked out, but an agreement on| 
general principles was ronehed. 
None of the changes will affect the 
quality of bread or other baked 
goods, nor will there be any inter- 
ference with the government pro- 
gram to bolster nutritional stan- 
dards. 

OPA instigated the movement as 
part of its effort to stabilize prices 
in the bakery field. The plan is 
to accomplish this objective through 
voluntary cooperation. The indus- 
try was represented at the confer- 
ence by the newly-formed bakery 
advisory committee. 

Eliminate Premiums 

Agreement was reached on the) 
following points: greater economy | 
can be achieved in the use of pack- | 
and wrapping’ materials, 


re-use of corrugated and fibre con- 
tainers in which bread is shipped, 
cutting down on the amount of 
materials going into each packaging 
unit and making greater use of sub- 
stitutes; various expensive trade 
in the 


reduction of unnecessary distribu- 
tion expenses through elimination 
of premiums, combination offers, 
free goods, prizes, display racks and 
other point-of-sale aids; money can 
be saved by reducing the amount 
of returns of stale goods. 

Although industry spokesmen 
agreed unanimously to curtail “un- 
necessary sales and_ distribution 
expenses,” it was said that this does 
not mean that basic advertising 
programs will be disturbed. Only 
the “frills” and “extras” are to be 
cut out, it was said. 

A. C. Hoffman, OPA representa- 
tive at the meeting, warned baking 
interests against stocking up on 
materials in anticipation of possible 
price increases or curtailment of 
supply. Such a practice, he said, 
would only add to undesirable spec- 
ulative activity. 

J. T. McCarthy, in charge of the 
bakery section of the food supply 
branch of OPM’s purchases division, 
presided at the meeting. He pointed | 
out that it would be unwise as well 
as unpatriotic to stock up now on| 
materials, since regulations may be | 
issued governing packaging mate- | 
rials which would render void all | 
excess inventories. 


_HENDERSON BLOCKS 


PRICE INCREASES 

Washington, D. C., Dec. 16.— 
Price Administrator Leon Hender- 
son moved this week to stave off 
threatened price increases in a 
long list of paper products, includ- 


|ing a variety of packaging mate- 


| manufacturers to 


rials, by writing to more than 700 
ask that prices 
not be raised without giving him 
one month’s notice. 


The Office of Price Administra- 


| tion chief also requested that pro- 


ducers accompany any notice of a 
price increase with a “detailed 
factual statement” of reasons justi- 
fying the boost, price lists for the 
past five years, and financial state- 
ments from 1936 through 1940. 

Among products affected by the 
request are sanitary closures and 
paper milk containers; envelope.: 
tags; gummed, glazed, lace an 
fancy papers; cups and liquid-tig!:t 
containers; and such tissue produc‘s 
as toweling, napkins, crepe and 
facial paper. A similar letter, as}:- 
ing for a month’s advance notice 
before increasing prices above the 
Dec. 1 level, was addressed last 
week to more than 100 waxed paper 
manufacturers. 

Following his usual practice, Mr. 
Henderson enclosed a form which 
he asked manufacturers to fill out 
and return to signify their willing- 
ness and intention to cooperate 
with OPA. 


Dealers Offer 
Pay-As-You-Drive 
Modernization Plan 


Detroit, Dec. 17.—With a new car 
scarcity looming and prices already 
up, leading Dodge-Plymouth deal- 
ers were offering this week a pay- 
as-you-drive modernization and 
service plan as an aid to thousands 
of car and truck owners who intend 
to keep their present vehicles in 
operation indefinitely. 

The owner who prefers to have 
his present vehicle modernized 
rather than assume the greater ex- 
pense of purchasing a new one can 
have whatever service work is re- 
quired, as well as accessories, tires, 
battery, heater, radio or complete 
refinishing. The entire transaction 
is handled as a single purchase, 
with a small down payment and 
the balance in monthly terms. 

Demand for motor vehicle mod- 
ernization has assumed such pro- 
portions that many Dodge dealers 
who are offering this plan have in- 
creased the size of their service de- 
partments, adding new, modern 
equipment and employing additional 
mechanics and modernization serv- 
ice specialists. Dealers report that 
the new financing service is steadily 
gaining in popularity. 


Moves to New Offices 


Wilding Picture Productions, Inc., 
has moved its Detroit offices to 4925 
Cadieux road at Warren. 
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When you use the 


_MIDWEST 
FARM PAPERS 


... you get almost TWICE the farm 
coverage of the average National farm 
paper in the Midwest, and farmers 
pay almost TWICE as much per 


subscription. 
@ Prairie Farmer @ Nebraska Farmer 
@ Wallace’ F & towa Hemestese 


armer 
@ Wisconsin Agriculturist & Farmer 
eT Farmer, St. Paui 
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usiness Ed 


itors Review 


Outlook in Many Industries 


War's Effect on Mer- 
chandising Studied by 
Trade Experts 


Chicago, Dec. 18.—Because par- 
ticipation in an all-out war has 
greatly increased the problems fac- 
ing many fields cf trade and indus- 
try, ADVERTISING AGE believes that 
a brief summary of the outlook for 
various advertising classifications is 


of real interest and importance to| 


merchandising and advertising 
executives, and to advertising 
agencies and media, at the present 
time. 

Every segment of industry is 
affected in a different way, and in 
many industries the effect of the 
war varies greatly from company to 
company. Some lines will be with- 
drawn, or nearly withdrawn, from 
normal consumer channels as their 
manufacturers turn to war produc- 
tion; others will be restricted be- 
cause of limitation of supplies; 
while still others, relatively unham- 
pered by the need for scarce mate- 
rials, will increase output and sales 
effort to take advantage of the 
upsurge in buying power which war 


production will place in the hands | volume of air transport advertising | 


of the public. 
Editors Tell Outlook 


To get an authoritative, up-to- 
the-minute view of the outlook in 
many industries, ADVERTISING AGE 
this week asked the editors of busi- 
ness papers covering many diverse 
fields to supply a brief picture of 
their industries, with particular 
emphasis on merchandising and 
selling possibilities during the im- 
mediate future. Situated in an 
unusually fortunate position to keep 
thoroughly informed on the prob- 
lems and the outlook for every 
segment of their respective indus- 
tries, these business paper editors 
are able to present broad-gauge, 
unbiased pictures of their indus- 
tries which in many cases are not 
available from any other source. 

Comments of some of the editors 
replying to the ADVERTISING AGE 
request are given here. Others will 
be included in subsequent issues. 


Automotive and 
Aviation 


AVIATION 

By WAYNE W. PARRISH 

Editor, American Aviation 
Every branch of the aviation in- 
dustry has been under the priority 
system for some time, hence the 
war will bring no major changes. 
So-called consumer advertising, i.e., 
advertising directed to individual 
customers in civil aviation, has al- 
ready been sharply curtailed and 
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25 cents 


Advertising rates and sample 
copy on request, 
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|has never been a major factor in 
\the industry at best. All purchas- 
ers must have priority ratings or 
their equivalent. 

Major companies in aviation are 
fully expected to continue trade 
paper advertising and possibly ex- 


lications. Post-war themes will 
continue to be carried in an insti- 
tutional manner. Certain of the 
large national consumer advertisers 
(such as tires) may even enlarge 


national advertising decreases. 
Business activity in aviation, of 


day to an almost incredible extent. 
But the government is by far the 
biggest customer. 


Copy Themes Changed 


Ainlines have not clarified their 
advertising position during the war, 
awaiting developments in Washing- 
ton. 
advertising copy has already shift- 


recreational travel to the role of 
the air transport industry in na- 
tional defense and the value of air 
transport to American industry and 
the military services. The total 


\during 1942 will undoubtedly be 
jless than 1940 and 1941 inasmuch 
as the big question is not to get 
more passengers but how to carry 
all that 9re available. 

With the exception ol airline ad- 
vertising, and advertising from 


ing direct to the manufacturing in- 
dustry, the vast bulk of aviation 
ladvertising will be institutional 
designed to keep the names of com- 
panies, products and services be- 
fore the public and the industry. 

Copy and art control of adver- 
tising is very strict and will be- 
come more so in the near future. 
Army and Navy approval of copy 
and art is necessary on most indus- 
try advertising and regulations are 
strict. 

British and Canadian aeronauti- 
cal publications, now several years 
under war-time conditions, have 
been well supported by the avia- 
tion industries and there is no rea- 
son to believe that the contrary 
will happen in the United States. 

By LESLIE E. NEVILLE 


Editor, Aviation 


industry, of course, will be greatly 
heightened by the outbreak of hos- 
tilities. The administration already 
long-range bomber program to 
millions of square feet of additional 
aircraft factory space, for accelera- 
tion of the engine program 
| thousands each month. Stupendous 
| demands for instruments, acces- 
|sories and raw materials, and new 
financing will follow. 

Little, if any, consumer goods 
|will be produced by the industry 


\for the duration of the war. How- | 
the | 


|ever, farsighted members of 

industry are laying the groundwork 

now for development of types and 

|'marketing of products aimed at 

taking up some of the slack in pro- 

ductive capacity after the war. 
Air Transport Frozen 


It follows that there has been a 
|virtual cessation of consumer ad- 


|vertising and selling effort, except | 
market, | 


in a restricted lightplane 
but the total volume of advertising 
|is expanding, reflecting a tenfold 
}increase in production in the past 
| couple of years. 

The present backlog of the aero- 
nautical manufacturing industry is 
/well in excess of $8,000,000,000 and 
'the industry will surpass the auto- 
motive industry in volume of busi- 
ness and rank second only to steel 
in the near future. Production dol- 
lar volume is scheduled to exceed 
$3,000,000,000 in 1942. Direct em- 
ployment in the aviation industry 
|now totals nearly 400,000 and this 


pand advertising in national pub- | 


their trade paper accounts as their | 


course, is being heightened day by | 


machine tool and other vendors sell- | 


Business activity in the aviation | 


has announced the doubling of the) 


1,000 per month. This will call for | 


by 


| figure may more than double before 
\the program is stabilized. 
| Air transport, with the exception 
|of foreign lines and extensions, will 
be virtually frozen for the duration 
}of the war, with a minimum num- 
ber of replacement aircraft allowed. 
Private flying will assume the 
role of civilian defense for the du- 
‘ration and plans have been formu- 
lated to utilize private aircraft and 
| pilots for patrol duty and other 
|/home defense activities. 
The improvements in aircraft de- 
|sign, construction and performance 
|already accomplished as a result of 
the exigencies of wartime condi- 
tions are such that at the termina- 
‘tion of hostilities virtually 


transport equipment on all airlines | 


| will be obsolete and economically 
|unfeasible to operate. The re- 
equipment of air carriers and the 
expansion of the private user mar- 


nW s- | ket as a result of cheaper and bet-| 
But the emphasis in their ter lightplanes is in the cards, but | 


vit is too early to determine with 


all | 


portion of the ultimate productive | 
capacity which will be absorbed by 
these markets. 


AUTOMOTIVE 
By JULIAN CHASE 


Directing Editor, Automotive 
Industries 


_ In the automotive industry dur- 
|ing the past year, preparations for | 
the war that has now come have 
|resulted in setting up facilities for 
‘the production in huge quantities | 
‘of many of the things that are and 
| will be needed by our armed forces. 
Old plants have been enlarged and | 
|more effectively and more exten- 
sively equipped. Many new plants 
of tremendous size have been built. | 
|All are now combined by one com- 
mon effort into a great arsenal in 
|which the No. 1 job is production | 
| for victory. 
| The automotive industry today is 
,/making hundreds of thousands of | 
| military motor vehicles. It is mak- 
ing tanks, guns, shells, field kit- 
chens, airplanes, airplane engines, | 
airfrome assemblies, aircraft parts | 
and many other munitions of war. 
During the coming year, it is esti- 
mated, it will turn out more than 
a million motor trucks for both | 
military and civilian use. It will 
|} also make passenger cars in a vol-| 


ed away from “new business” and | any exactitude the probable pro- ume dependent on the availability | 


of materials and it will make re- 
placement parts necessary to keep 
the essential 85 per cent of our 33 
million motor vehicles in condition 
to perform their vitally important 
function as individual transporta- 
tion units and as commodity car- 
riers. 


Huge Contracts on Hand 


The automotive industry has 
military contracts amounting to 
more than four billion dollars at 


the present time. It is confidently 
believed that deliveries on these 


|orders during the year will exceed 


three billion dollars. Measured in 
tons of materials in excess of nor- 
mal requirements or in man hours 
of machining and other types of 


We Will Buy or Finance 
Business Publication 


We wish to. acquire an additional 


We will either buy outright or will 
supply additi 1 fi for an in- 
terest with present owners. 

We have our own printing plant. ade- 
quate means, are thoroughly experi- 
enced business paper publishers and 
invite inquiry involving property that 
will benefit from association of this 
nature. 


Absolute confidence will be accorded 


all inquiries. Address Box $54, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago. Ill. 
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older men and in some cases of 
women, the labor supply will be 
sufficient. 

Some automotive supplies will 
naturally be curbed, but at the 
present writing the industry does 
not look for any restrictions on the 
sale of gasoline, although this may 
come within six months if the con- 


fabrication, the industry’s 
will be larger, in all 
than it ever has been. 

For those who sell within the 
field of industry, the automotive 
industry today is not only a larger 
market but one in which there 
an urgent demand for a _ greater 
variety of products. 


output 
probability, 


1S 


ditions in England become more 

GASOLINE AND OIL serious. Oil companies have not| 

, r 7 rey announced any curbing of their) 

ay &. A. INNESS Saow ™ consumer advertising and _ their 
Publisher, The Gasoline Retailer | qealer advertising should, if any- 


From reports reaching The Gaso- thing, be strengthened because of 
line Retailer there is every indi-| the dealer relation problems pre- 
cation that, while the war will sented by the war. 


Because the whole economy of 
the United States is tied in with the 
inexpensive, independent transpor- 
tation by automobiles and trucks, 
and which has become even more 
important in war time, while rail- 
roads are choked with the trans- 
portation of war material, the gaso- 
line retailer field will probably be 
more active than in the last several 
years. At least this is the consensus 
of both officials of oil companies 
and leading jobbers and retailers in 
the industry. 

The reason for this, we believe, is 
the recognition that the passenger 
car is today of vital importance in 
the transportation of a vast army 
of defense workers to and from 
their work. With factories located 
in outlying districts and the dis- 
location of workers brought about 


naturally affect both personnel and 
materials, there will be little cur- 
tailment of either the business of 
the retailer or the advertising which 
companies are doing to back up the 
merchandising efforts of indepen- 
dent outlets in our field. 

The limitation in the building of 
new cars will place an increased 
responsibility on the gasoline serv- 
ice station owner to keep the main- 
tenance of existing vehicles, now in 
use, on a high plane of efficiency. 
Already car owners and retailers 
are insisting upon better mainte- 
nance and are studying means and 
methods to this end. The sale of 
equipment for this purpose has in- 
creased during the last month or 
two and will continue to increase, 
as long as the supply lasts, for many 
months to come. 

While there has been considerable 
uncertainty as to how the personnel 
of stations will be affected by the 
war, the experience of the last few 
months indicates that by the use of 


(Your SHIPMENTS CALLED 


FOR AND DELIVERED! 


Certainly,when you ship by RAILWAY 
Express, right from your door to 
your consignee’s at no extra charge 


to different areas combined with 
housing problems, it is necessary for 
workers to travel considerable dis- 
tances every day from their homes 
to work. The automobile is often 
the only means of transportation 
available to them. This in turn re- 
quires the constant maintenance 
/and servicing of cars in ever in- 
| creasing proportions. 
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Furniture and Home 
Furnishings 


within our regular vehicle limits 
in all cities and principal towns. 
Use this service. It pays. Low rates. 


RAILWA ‘XPRESS 


AGENCY Inc. 
NATION-WIDE RAIL-AIR SERVICE / 


HOME FURNISHINGS 


By JULIEN ELFENBEIN 
Editor, House Furnishing Review 


The fields served by House Fur- 
nishing Review cover kitchen uten- 


Gwen Cate [A Sailfish? 
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DOWN MIAMI WAY 
HE’S THE NUMBER ONE PRIZE 
OF THE GULF STREAM 


More than 250,000 anglers come to the Greater Miami Area annually to do 
battle with him .. . They represent a cross-section of America’s Greatest Buying 
Power ...So popular has Miami's Fishing become that tournaments are held 
both winter and simmer . . . Another reason WHY you should advertise in— 


Che Miami Herald 
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GREATER MIAMI — “A National Market” 


| 
| 


country they know so well. 


| supplies of critical materials avail- 


cials, 


| 


| 


sils, household appliances, garden 
equipment, bathroom accessories 
and house cleaning materials. There 
are 20,000 different classifications 
of house furnishing merchandise. 
Like all other fields using vital} 
metals, chemicals or rubber, pro- 
duction is restricted depending upon 
the critical nature of the raw mate- 
rials used. In the case of aluminum 
cooking utensils, as you know, pro- 
duction has been prohibited. Even 
plastics, widely used in recent years 
in house furnishing trades, are now 
restricted because formaldehyde is 
a critical material. Cooking glass| 
is restricted to some degree because | 
borax is on the priority list, etc. 
On the other hand, manufacturers 
of kitchen pottery ware and enam- 
eled ware are in a better position, 
although, of course, they must have 
steel, and steel is hard to get. 


Advertising Continues 


Advertising is not suffering as 
much as one would expect. The 
more sensible manufacturers real- 
ize the war cannot last forever and 
that they should maintain their 
dealer positions. One aluminum 
cooking utensil manufacturer has 
renewed his trade paper advertising 
schedule for 1942. This manufac- 
turer, rather than see his selling 
staff disintegrate, has taken on 
other lines such as shower curtains, | 
pottery oven ware and dinner ware, | 
and now acts as a distributor while | 


by manufacturing activities shifting | his salesmen render what service 


they can to the retail stores of the 


Many manufacturers, 
are canceling their advertising. 
Some are going out of business. 
Some have disbanded their selling 
organizations; others have taken on 
sub-contracts for munitions manu- 
facture where they have facilities. 
Many manufacturers who are en-| 
gaged 100 per cent in war work} 
are also keeping up their business 
paper advertising. 

Great research laboratories like 
the ones at duPont, General Elec- 
tric, General Motors and Westing- 
house, engaged for years in improv- 
ing their household products, are 
now working day and night to find 
substitutes for pre-empted critical 
materials, and with some success. 
Vitreous enamel is being used in 
place of brass; also lead antimony 
alloys. In place of anodized alumi- | 
num they are using thermoplastics. | 
Cast iron tubes and even open wire | 


of course, 


ceramic heaters are taking the place | 
of stainless steel heater tubes. Sil-| 
ver is being used as a substitute for 
stainless steel. 

As the battle of production in-| 
creases in intensity there will be| 


able in larger percentage for essen- 
tial non-military industries and 
these will be allocated to such in- 
dustries as have documented their | 
needs. OPM is working on this 
procedure now and the OPM offi- 
many of whom are drawn! 
from private enterprise, have indi- 
cated that victory in this war will 
depend upon economic stability in 
non-military industries. These in-| 
dustries are important because they | 
not only provide the things people 
need to go on living, but also be- 
cause in the process of providing 
those things, they produce the 
national wealth necessary to pay the 
cost of winning a war 


FURNITURE 
By J. A. GARY 
Editor, Furniture Age 


Although the furniture industry 


enjoyed its greatest boom in 20 
years during 1941 and will enter 


1942 with twice as many orders on 
its books as usual, the January mar- 
kets, due to the war, are not 
expected to add materially to the 
industry’s backlog and manufac- 
turers will be happy if the volume 
of business done in 1942 does not 
drop more than 20 per cent, 
approximately half of the gain 
registered in 1941, which brought 
the industry’s total production to 
an estimated $626,000,000 for the 
first time since 1929, when $659,000,- 
000 was produced. 

The furniture industry more 
fearful of retail selling curbs than 
of priorities, as there is a sufficient 
supply of domestic hardwoods to 
care for all needs and old finishing 


or 


is 


material formulas can be revived to 
avoid using lacquer, soon to become 
scarce. Labor, however, will pre- 
sent another major problem, so 
few in the industry dare guess what | 
the outcome will be. However, they 
are looking forward to a continued 
demand, due to defense housing 
and necessary replacements, and 
are hoping that instalment terms 
will not be further tightened by the 
Federal Reserve Board to reduce 
sales. 

In a sentence, the attitude of the 
industry as it embarks on the new 
year is one of “watchful waiting,” 
with a majority of the manufactur- | 
ers confident that furniture will | 
fare better than most durable goods | 
not pertinent to national defense, 
except as a prime factor in main- 
taining civilian morale. 

Furniture factory equipment is) 


/not suitable for any defense work, | 


so the industry can only offer its | 
moral and financial support to the} 
task ahead, but this it is doing | 
wholeheartedly and is working in 
close harmony with OPA and OPM 
to keep the home fires burning. 


Farm Implements 


| because several hundred millions of 


By E. J. BAKER, JR. 
Managing Editor, Farm Implement 
News 
Production activity among the 
larger tractor and farm equipment 
manufacturers will be_ intensified 


unchanged except that the farm 
equipment retail trade is going al!- 
out on repair work, adding shop 
equipment where necessary to effec- 
tuate this program. 


Textiles and Apparel ] 


|rics and garments is rapidly 


defense work have been piled onto 
existing and new factory facilities. | 


Consumer goods — farm equip- | 
ment—under the present set-up | 
will be produced at an average | 


rate of 80 per cent of 1940 produc-| 
tion with an A-8 priority rating 
and still higher for repair parts. 

Some lines such as milking ma- 
chines will be produced at the 
highest rate in history, but other | 
lines such as equipment’ used 
largely in the production of wheat 
and cotton will be reduced to com- 
pensate. 

Repair parts, which normally 
account for about 20 per cent of the 
industry’s volume, will be produced 
without any restrictions, as_ the 
OPM hopes to ° *duce the demand 
for new machines by a nation-wide 
repair program this winter under 
which every old but salvageable 


| machine will be placed in operating 


condition. 

Consumer advertising of specific 
types of machines is likely to be 
reduced by the manufacturers be- 
cause of inability to meet demands, 
but institutional advertising will 


| undoubtedly be maintained consist- 


ently. An industry with a back- 
ground of more than a century has 
long noted that the publicity fade- 
out in times of stress is fatal to 


| smoothly, 


survivorship. The implement busi- 
ness is no place for the opportunist. | 
Changes in product composition | 


have already been effected by the} 
alloys | 
| for the 4300, 2300 and 3100 series | 
no longer available, and by the use | 
of painted black sheets in place of | 


substitution of 4100-series 


galvanized. 
The distribution system continues 


By EMERY P. LASKEY 
Daily News Record 


Business activity in the textile 
and apparel industries will be 
greatly heightened as a result of 
the war. Production of yarns, f: 


proaching capacity levels as a /e- 
sult of the heavy demand from ‘he 
armed forces, the Lease-Lend 
program, civilian defense organiza. 
tions, increased factory employ- 
ment, and regular civilian require- 
ments. 

The industry has ample mechan- 
ical facilities, able management, 
and abundant raw material supplies 
in most divisions of the indusiry. 
Where shortages occur as a result 
of priorities affecting metals and 
chemicals, the industry is already 
demonstrating considerable ingenu- 
ity in the successful quest for 
workable substitutes, materials and 
methods. For example, if chlorine 
disappears entirely from the textile 
industry, other methods are becom- 
ing available which will permit the 
bleaching of goods. In any event, 
practical, wearable garments will 
continue to come off the produc- 
tion lines in ever-increasing vol- 
ume. 


Army Already Served 


Thanks to the foresight of the 
industry at large, and the Quarter- 
master General’s Office in particu- 


lar, the armed forces are well 
clothed and have _ good _ reserve 


stocks on hand. Machinery for con- 
tinuing this work is. operating 
and consequently no 
drastic curtailment of ordinary con- 
sumer needs is anticipated. 
Simplification in design in manu- 
facture and in selling methods is 
already occurring, and will prob- 
ably increase as time goes on. 
This process of simplification will 
be of practical benefit not only as 
it enables the industry to produce 
more effectively for the current 
emergency, but will doubtless be 
of benefit to the industry in per- 
manently reducing costs long after 
the present emergency is over. 
Advertising in the textile and 
apparel industries will probably 
continue much as in the past. The 
vast majority of firms will confine 
their advertising to technical and 
merchandising papers in the trade 
field; however, those firms that 
have established consumer names 
will undoubtedly continue to ad- 
vertise on a consistent basis. 


Hotels and Restaurants 


By J. O. DAHL 


Editorial Director, Hotel Manage- 
ment and Restaurant Management 

Hotel occupancy percentages have 
continued to exceed the 1929 high 
War-time prospects are for a de- 
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An Intricate and Endless Chain 


Block the transportation process 


and you either have a shortage of 


production or a congestion of 
transportation. 
No wonder! Transportation is 


the common moving process in all 


American industrial activity 
which must be speeded up faster 
than ever. It is the one common 
operation which must have all the 


necessary new equipment and fa- 


cilities that it can get its hands 
on. Speeding up transportation 
movements whether by truck, r sil, 
ip 


water or air means speeding 
production in America today. 


Why not, therefore, put greater 
emphasis on TRAFFIC 
WORLD'S transportation market 
and 


endless chain in America’s greatet 


which is such an_ intricate 


productive capacity of today and 
tomorrow. 


Member ABP-ABC 


$15.00 
A YEAR 


TRAFFIC 


82'% 
RENEWAL 


WORLD 
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rease in commercial transient busi- 
ess and an increase in government 
‘ravel business. Food and beverage 
usiness is expected to hold or 
nerease due to local meetings in 
onnection with defense activities. 
Convention business will probably 
off and for the first few months 
f 1942 resort hotels expect lower 
ales in comparison with the travel 
oom of 1941. 

Apartment and residential hotels 
re rented almost to capacity 
City hotels located in areas subject 
‘o bombing report good room sales 
mn a rental basis due to the safety 
features of steel frame construction 
n hotels. 

Hotels have not yet suffered seri- 
ous shortages of any essential mate- 
ials, although deliveries are slow 
on products such as china, toilet 
tissue, electrical and plumbing re- 
pair parts, some grades of carpets 
and special designs in textiles. 


Restaurant Sales Good 


Restaurant sales continue to ad- 
vance—the only low spot of any 
consequence being New York City. 

Restaurant sales as a whole will 
exceed 1941 due to the rapid expan- 
sion of industrial and defense feed- 
ing units. These receive full priori- 
ties on equipment. It is unlikely 
that there will be much activity in 
new restaurant construction except 
as part of defense units. 

The labor market is tight. There 
have been no serious general short- 
ages to date but deliveries are slow 
on machine parts, china, paper 
goods and some chemicals. 


By J. KNIGHT WILLY 
Associate Editor, The Hotel 
Monthly 


Hotel business is definitely up, as 
is shown from the report of an 
accountant doing a _ nation-wide 
business and specializing in hotel 
work. This report compares No- 
vember, 1941, with November, 1940, 
and shows that hotels throughout 
the country averaged 11 per cent 
increase during November this year 
as compared with last year, and 9 
per cent increase to date this year 
compared with last year. 

1 have just finished a substantial 
amount of travel, which has taken 
me to many centers in the country, 
and has given me an opportunity to 
talk with many hotel men. On the 
average, the picture is encouraging. 
There are occasional cases where, 
due to localized situations, hotel 
business is not advancing—or might 
even be declining. But these, as 
previously stated, are due to speciai 
local conditions. 

The type of business has changed 
in many cases due to the fact that 
a certain number of salesmen are 
not on the road with their usual 
regularity, but, in most cases, these 
have been replaced by newcomers: 
federal employes, engineers and 
contractors on federal projects, etc. 


Help Solve Housing Problem 


There is also the need for tem- 
porary homes for the vast thousands 
of people who, with their families, 


| 


are being moved from one section 
of the country to another—on de- 
fense, or semi-defense work. Hotels 
are certainly a boon to these people 
in providing adequate accommoda- 
tions until more permanent quar- 
ters can be located for them. 

The greatest difficulty hotels are 
experiencing is in obtaining repair 
equipment, such as that required 
for elevators, air conditioning sys- 
tems, refrigerating systems, and 
similar equipment. At a convention 
last week, one man told of the diffi- 
culty in getting a small part for 
an automatic stoker, but that since 
the country went to war, he would 
even part with the stoker if Uncle 
Sam needed it! 

The American Hotel Association, 
through its contacts in Washington 
and elsewhere, is in close touch 
with the priorities situation and an 
A-i0 rating has already been se- 
cured, and it is only a matter of | 
time, we understand, until a more 
definite rating will be available for 
hotels, particularly with respect to 
repair equipment. 


Will Need Supplies 


As to the requirements of hotels 
for linens, carpets, paints, lighting 
equipment, soap, towels, cleaning | 
materials and cleaning machinery 
(vacuum cleaners, carpet sweep- 
ers), uniforms for employes, food 
products of all kinds, beverages, 
china, glass, silverware, table linens, 
napkins, paper products, kitchen 
equipment—there certainly is no 
let-up in demand, and while in 
many there will be difficult 
situations arising that will inter- 
fere seriously with the service 
hotels are able to give, you may 
rest assured that the hotel business 
as a whole will do its full share in 
seeing through the national emer- 
gency, and will contribute mightily 
to the comfort, convenience and 
health of the American public 
which, in itself, is a very vital factor 
at this particular time. 


cases 


Signs 


By E. THOMAS KELLEY 
Editor, Signs of the Times 


Alternate materials are available 
for a great many types of signs, 
advertising displays, and outdoor 
advertising. Wood, plywood, com- 
position boards and plastic sheets 
can be substituted for sheet steel 
in many cases. Gold leaf and paint 
can also be had. 

Priorities are making it difficult 
for electric sign manufacturing 
companies because of restrictions 
on electrical equipment and _ steel, 
but some materials and equipment 
continue to be available, especially 
for maintenance and_ repair of 
existing electric signs. Many elec- 
tric sign companies are now giving 
special attention to luminous-tube 
lighting, which helps to sustain 
business volume. 

There has been no special diffi- 
culty in meeting production sched- 


| ules and prices are not likely to be 


Box 3555, Advertising Age 


TO THE PRESIDENT 


Of a Corporation Who Wants to Place 
His Advertising and Sales Promotion 


ON A SCIENTIFIC BASIS 


An outstandingly capable advertising and sales promo- 
tion man would like to talk with the Chief Executive of 
some good company who wants to secure one-hundred 
cents in value for every dollar he spends in advertising. 


This man is experienced, practical, educated and a worker. q 


He has successfully served with advertising agencies, with a newspaper and 
with two manufacturers as Advertising Manager. 


He knows how to make advertising function because he has actually pro- 
duced, in association with some of the Country's best advertising men, 
advertising campaigns that made the cash register ring. 


His knowledge of advertising costs, his ability to budget an appropriation 
PLUS his grasp of agency procedure equips him to run an advertising de- 
partment with the greatest efficiency at the minimum cost. 


Now employed, third generation American, 39 years old, can be forceful 
with tact, married, good health, University graduate. 


Chicago, Ill. 


ADVERTISING AGE 
November * Gain Ist 11 Months e Gain 
1941 1940 or Loss 1941 1940 or Loss 
Food Chains 
Jewel .. $ 3,554,436 $ 2,478,115 + 43.4 $ 33,000,001 $$ 23,995,794 
*Kroger Groc. & 

Bak. Co 4,806,909 20,246,866 2 27 O68,624 16,697,491 lt 
tNational Tea . 6,117,959 4.955.959 ‘ 64,,.95,0 $1,959 15.1 
Safeway 41,000,6 130,755 i 428,054 i 4,046,580 16.0 
Union Premier 

Foods 2,831.16 2.0605,264 t a re | 6.8 soo 1 ’ 
Group Total $ 78,311,139 §$ 176.9 $s 6s $71 14 lt 

Mall Order 
Sears, Roebuck.§$ 88,962,972 § 73.322,.817 °1 $787,016.08 $603,462,184 0.4 
Spiegel 7.301.247 6.105.618 v4 9 r i 10.261 4 

Montgomery 

Ward . $ 63,344,711 $ 54,613.28 16.9 $547.1 S60) $441,664,0381 ’ 
Group Total $159,608, 930 $134,041, 718 19.1 $1,383,702, ¢ $1,092,1 iit t 

Drug Chains 
*Crown $ TTs.699 § THO,514 4 $ 1.489,49 $ #80118 oF 
Peoples 40.424 2,090.11 12.0 1.422.828 1,191,806 
Walgreen. 7,161,695 6,181,188 15.9 N25, 680 67,153,9 13.1 
Group Total $ 10,280,818 s 8 OS1818 ws SLOT SIS ,001 $ Sas s7o 1 4 
Variety and Miscellaneous 
Bond Stores $ 349,021 $ 4,014,611 $ $ #12,1¢ 43.6 
Consolidated Re 

tail Stores 1.099.979 946,516 ' 10,297,861 S.001L 439 l 
Edison Bros 2.736.164 2,159,271 26.% 9.3 ood AS13581 ’ 
Fishman M H 1H0,729 416,98. 10 4,398,219 O1S,489 
Grant, W = 12,169,94s 10,628,238 14.5 104,706,117 HT OLOL SM 1 
Green, H lL, 1,899,204 4,394,561 11 40,751.87 6,348,628 12.1 
tKennedy's S35,694 09,572 17.8 oo4 ’ HO9 58 
Kresge, 3S s 15,847,758 14,179,322 11 lar 4.871 131 SOLO 11 
Kress, 8S Hi 8,458,009 1,609,137 loe.4 84,013.61 67,731 1lo.S 
Lane Bryant, Ins LOo89 442 1,329,281 19+ 1 84.308 12.801 is 
Lerner . 4.217.723 07,600 20.3 8.704, a6 19,642 1¢ 
McCrory 1.654,91 4,057,712 +147 4 14.829 8,180,219 "4 
{McLellan Stores 2,455,850 2,184,109 14.1 O29 256 18,126,988 16.0 
Murphy, GG. © HOS_20 1 S84.341 14.8 oie i 44. 323,584 1s 
Neisner Bros ~,400,821 2, 107,126 13.9 l a3,8 IS,S43,379 15.1 
Newberry, J. J 522,951 4.937.959 11s 60 ” (6.917 4 4 
Penney I €¢ 0,415.6 76 a 4 8.049.946 &S 821.085 ‘ 
Western Auto 8.279.000 5,218,000 aT) ‘ ' oe 47,2 ooo 
Woolworth, FL W 33,775,951 O887.1 " 14.6 ane SO.NSO.179 wo 
Colonial Stores 6,428,319 1.941.799 01 Wo4a4d pe. an8 
tInterstate Dept 

Stores O89 871 7 ; 19 »4.7 Is 19,938,035 1.1 
Melville Shwe 1,960,742 146,993 14.9 40.856 s 1N68 15.0 
Schiff! Co 1,269,106 1,202,166 14.0 04 12 ; “ 1.4 
Sterchi Bros 2 ‘ 48.70 i 6 my S004 We 
hoses Stores 1.4 rte ' 6,260.28 1.468 7 6.0 
CGirouy Total $174,742,1 $1 O66 299 11.7 $1 179,094 $1,820.044,40 17.7 
tfombined Total $422 942.944 ‘ Ole “ 19 $3,871.788.1 s 1 sl 1 r 
Four and forty-eight weeks 
10 month period 


increased more than may be neces- 
sitated by increased costs of mate- 
rials and equipment required in 
production, 


“Will Be Available” 


Established outdoor 
plants are prepared to take care of 
a normal volume of business with 
their existing structures, in both 
painted bulletins and poster panels. 

Materials continue to 
able for quantity production of 
screen-processed signs and adver- 
tising displays and many materials 
will be found adaptable in this field 


be avail- 


advertising will 


Howard to Conover-Mast 


E. H. Howard, formerly in the 
circulation department of News- 
week, New York, has joined Con- 
over-Mast Corporation, New York, 
as circulation manager, where he 
direct circulation of Mill & 
Factory, Purchasing, and Plant- 
Production Directory. 


Gets Dog Food Account 


Old Trustee Dog Food, Needham, 


Mass., has named Chambers & 
Wiswell, Boston agency, to direct 
its account. Richard M. Mason is 


if shortages should eventually make | account executive. 


some of the materials customarily 
used unavailable. 

Generally speaking, sign advertis- 
ing will continue to be available. 
Signs can be produced on existing 
store fronts, windows, and walls. 
There is a considerable volume of 
business in truck lettering that is 
not likely to be affected by the war. 


FTC Desist Order 
Hits Sales Agencies 


The Federal Trade Commission 
has issued a cease-and-desist order 


against Nomis Corporation, also 
known as Lingle Advertising 
Agency, Jacksonville, Fla.; Stoker 


Corporation of America, also trad- 
ing as Aprocs Advertising Agency, 
Indianapolis; and against principal 
stockholders Simon and Charles B. 
Levy. 

The order cited a long list of mis- 
representations in the sale of pre- 
fabricated houses, and also ordered 
the respondents to cease employing 
a sales plan including representa- 
tions by advertising agencies which 
are apparently independent but 
which actually are owned or con- 
trolled by them. FTC ruled the 
agencies were merely mediums to 
carry out deceptive practices. 


CBS Raises Wages 

Columbia Broadcasting System, 
New York, has announced wage 
increases ranging from $104 to $221 
annually for all employes earning 
$75 a week or less. The blanket 
increase, designed to help absorb 
increased living costs, will become 
effective Jan. 4, and will apply to 
about 980 employes. 


New Branham Office 

The Branham Company, news- 
paper representative organization, 
is opening a new Memphis office in 
the Sterick bldg., in charge of Sid- 
ney L. Nichols, for the past 
years on the staff of the Memphis 
Commercial-Appeal. 


To Osborn, Scolaro 

Minneapolis Daily Times has ap- 
pointed Osborn, Scolaro, Meeker & 
Co. as national representative, 
effective Jan. 1. 


ten | 


Offers Data for 
Latin American Copy 


Background material regarded as 
valuable in preparation of adver- 
tising literature aimed at Latin 
American markets has been pre- 
pared by the Latin America List 
and Information Service, division 
of J. J. Berliner & Staff, New York. 
A bibliography for the years 1935- 
1940 is arranged alphabetically by 
countries, listing books and periodi- 
cals that have covered art, banking, 
commerce, economic conditions, for- 
eign relations, labor and_ similar 
aspects of the Latin American 
nations. 

The information service has also 
issued a directory of “Strategic and 
Essential Materials Available in 
Latin America.” In addition to list- 
ing the materials, leading sources 
of supply for each are also included. 
The service has its headquarters at 
225 Fifth avenue, New York. 


“Chicago Sun” Buys 
Esquire Features, Inc. 


The Chicago Sun has purchased 
Esquire Features, Inc., from David 
Smart, publisher of Esquire, and 
has renamed the service the Chi- 
cago Sun Syndicate. 

The staff of Esquire Features will 
be retained in the new syndicate, 
with Howard Denby, feature editor 
of the Sun and former manager of 
Esquire Features, to be general 
manager and Ira Emmerich, sales 
manager of Esquire Features, act- 
ing in the same capacity with the 
new service. 


Crane Joins “Parade” 

A. G. “Bert” Crane, formerly ad- 
vertising manager of Child Life, 
Chicago, has joined .the Chicago 
sales staff of Parade. 


ral Cassar was a 
Bia kitagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 


He would have thrilled at today's 
better offset produced by Rote-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 


DEA.8S557 + HEM.22il. 


When you buy WCAE you'set... 


TIMED 


A COMPLETE, PRACTICAL 
MERCHANDISING SERVICE 


PERSONAL CALLS ON DEALERS 


Anything from a one-day survey to a full week of in 
tensive merchandising among retailers and wholesalers. 


RETAIL STORE DISPLAY 


Permanent stands in 130 retail outlets for use of WCAE 
advertisers. Exclusive display 


minimum of 2 weeks. 


In hy 
a # 
i 
————— 


STEADY NEWSPAPER PROMOTION 


30 inch advertisement, or larger, daily and Sunday 
promoting WCAE programs and sponsors. 


Out of these and many other special services available (22 in all) a 


full-fledged merchandising program can be arranged and executed. 


The KATZ Agency - 


New York Chicago Detroit 
MUTUAL BROA 


Atlanta 


5000 Watts - 


National Representatives 


Kansas City San Francisco Dallas 


PITTSBURGH, PA. 


1250 K. C. 


DCASTING SYSTEM 
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Types of War 
Copy Revealed 
in ‘Ad Facts’ 


New York, Dec. 18.—How news-| 


paper advertisers are adapting 
themselves to wartime problems 
was indicated today in a _ special 


issue of “Advertising Facts,” re- 
leased by the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association. In answer to the 
question, “Now that we're at war, 
what can advertising do?” the 
bulletin reproduces 10 pieces of 
copy placed shortly before hostili- 
ties began as well as during the 
days that followed. 
Advertisers represented 


in the 


presentation include American Mag- | 


azine, Del Monte foods, Texas Com- 
pany, Buick, Goodrich, Westing- 
house, Esso Marketers, American 
Airlines and the U. S. Army. Each 
ad presents an approach to different 
aspects of the emergency problems 
facing America today. Background 
information is furnished on the spe- 
cific task tackled by each advertiser. 


No More Visitors—WGY 


WGY, Schenectady station owned 
by General Electric Company, took 
space in newspapers to explain its 
policy of continuous broadcasting 


Gay White Way 
Ready to Don 
Blackout Robes 


| (Continued from Page 1) 


| tors. 
| have volunteered their services. 
All illuminated signs in New Jer- 
/sey were extinguished this week 
|and will remain blacked out until 


|a master plan is worked out, ac- | 


cording to Edgar B. Wolfe, presi- 
dent of the Outdoor Advertising 
Association of New Jersey. Signs 
which can be turned off by a build- 
ing custodian are exempt from the 
| blackout. 

Mr. Wolfe said that a master 
|switch system seemed impractical 
at this time. He added that agen- 
cies not affiliated with the associa- 
tion are cooperating in the tempo- 
rary blackout. 
| Almost all Esso Marketers signs, 
|totaling approximately 750 in 18 
| States and the District of Columbia, 
were blacked out this week under 
/an arrangement with plant opera- 
| tors. The only Esso signs exempted 
| from the blackout were those whose 
| operators have cooperated with lo- 


since the outbreak of war, pledging | cal defense agencies to insure im- 
its services to the government and | mediate extinguishing of lights in 
the public, and announcing that it/the event of an alarm or raid. 
was temporarily discontinuing the | 


practice of welcoming guests to the 


McCann-Erickson handles Esso out- 


door advertising. 
As an example of the 


station. 
precau- 


cities on the Pacific slope, a black- 
out ordinance at San 
|carried sweeping instructions for 
the control of outdoor signs. Black- 
out or no blackout, there will be 
/no illuminated outdoor posters or 
| floodlights allowed. It is claimed 
| that the glow from these signs can 
| be seen a hundred miles at sea. 


| illuminated store fronts and similar 


extinguished only in case of an ac- 


Francisco | 


commercial use of lights need be | 


hee 


LOWEST 
INQUIRY COST 


Lower than any other station used, 


says Hartung Aircraft. 
you—GO with WCLE, 


WCLE 


Cleveland, O. 


Rep.: Radio Advertising Corp. 


That's a tip for 


_tual blackout. These lights must 
|be so arranged that they are under 
‘instant manual control with a re- 
|sponsible adult delegated to turn 
bow out when so ordered. Air 
raid wardens, policemen and fire- 
}men have been delegated the right 
‘to use “reasonable force” to see that 
| lights are put out. 


‘Moves to New Offices 
Richard A. Foley 


1528 Walnut street. 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


“LITHOGKAPHED DISPLAYS 


6 N. MICHIGAN AVE., CHICAGO 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


An air raid headquarters has | 
| been set up by the union men who | 


BANKS GIVE NEW EMPH 


ASIS TO DEFENSE DRIVE Wins Houston 


AN OPEN LETTER 
TO THE COMMANDER IN CHIEF OF 
THE ARMED AND CIVILIAN FORCES OF 
THE UNITED STATES OF ameiRica 


» . 
Crnzens « SouTMERN | 
ATIONAL RANT : 
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The FIRST NATIONAL BANK of TAMPA 


ag 


Franchise for 
Trash Can Ads 


Houston, Dec. 17.—It looks li! 
this city’s trash cans may soon |} 
marching in the media parade. 

With the anticipated final passage 
of an ordinance by the city counc) . 
Mrs. Sadieruth A. Scott, wife of 4 
prominent Houston attorney, w | 
be granted the exclusive right 5» 
place ad-bearing trash cans on t 
city streets. Two more readings ; 4 
successive weeks are needed befo e 
the franchise becomes effective. 
— Back in 1937 a similar plan ws 
attempted here by the Street Ca) - 


These are typical of wartime newspape 


which banks and savings companies pledge full support to the war effort and 


urge citizens to step up the defe 


inet Advertising Association, Ne. 
York, which also announced that { 
would undertake similar trash c: » 


r ads appearing the country over, in 


nse bond and stamp sale drive. 


Hayes Theater 
Program First 
War Casualty 


New York, Dec. 18.—Reports 
labeling the ““Helen Hayes Theater” 
program as the first important 
radio “casualty” of the war and 
indicating that the show will be 
wound up following the Dec. 28 
broadcast, received wide circula- 
tion in radio circles here this week. 
Neither Thomas J. Lipton, Inc., 
sponsor, Young & Rubicam, the 
agency, or the Columbia Broadcast- 
ing System, over which the pro- 


|gram is heard every Sunday from | 


| tionary measures being adopted by | 


| 


| war 
Under the new law, neon signs, | 


Advertising | offerings reported by the three net- 
Agency, Philadelphia, has moved to | works here this week. 


| frightened radio advertisers to any 
| great extent, judging from the flock 


8 to 8:30 p. m., EST, would confirm | 
the report. 

A Lipton spokesman told ADVER- | 
TISING AGE that the situation is | 


| 
undergoing daily changes and no| 
definite promotion plans have been 
formulated for next year. He said 
that Lipton imports only 10 per 
cent of its tea leaves from Far East 
zones, with the remainder of 
the leaves brought from Ceylon via 
the South African route. Future 
imports may be cut down because 
of the general shortage of shipping | 
facilities. 

The Dec. 28 Helen Hayes broad- 
cast will wind up a 13-week cycle. 
Both the original show and its re- 
peat performance were completely 
blacked out on Dec. 7 to make room 
for war bulletins. 

War and its attendant 
of blacked-out stations 


rumors 
have not 


of program renewals and three new 


International Salt on NBC 


International Salt Company will 
take over “The Wife-Saver,” for- 
merly a sustaining program on the 
Red network of the National Broad- 
casting Company, and present it 
Saturday from 10:30 to 10:45 a. m., 
EST, over 20 Red stations in the 
East, beginning Jan. 10. J. M. 
Mathes is the agency. To make 
room for the new program, Anacin 
Company will shift “America, the 


Free,” to the spot at 11:30 a. m., 
EST, and eliminate the repeat 
broadcast formerly aired at this 


time. Anacin uses 60 Red stations 
through Blackett-Sample-Hummert. 


Hot News for Glass 


An unusual type of news pro- 
gram has been scheduled by Libby- 
Owens-Ford Glass Company to pro- 
mote its shatterproof glass as a 
protection during air raids. Begin- 
ning Jan. 3 or 10, Libby will take | 
the radio audience to the current 
“hot news” spot from which the 
network staff will relay informa- 
tion with Ben Grauer announcing 
in New York. The program will be 


aired on the NBC Red network, 
|with the time and number of sta- 
|tions not yet determined. Fuller & 
Smith & Ross directs the account. 
| Plans Regent Program 

| Riggio Tobacco Corporation for 
|Regent cigarets will launch a mu- 


|is the agency. 


advertising in Boston, Taunto», 
Stoughton, Lynn, Revere and Eve,- 
jet in Massachusetts, Bridgepo:t, 
|Conn., and Louisville, Ky. Wilton 
|S. Bauer was the president and «f- 
fices had been opened in New York 
Gulf Oil Corporation has ay Boston, with two more offices 
“Screen Guild Theater,” aired on|contemplated in the West and 
80 stations of the Columbia Broad- | South (ADVERTISING AGE, March 8, 
casting System Sunday from 7:30 | 1937). ; 
to 8 p. m., EST. The series pro-| Under the terms of Mrs. Scoit’s 
motes Gulf motor oil and _ gas|franchise, which was given its first 
through Young & Rubicam. | vote of approval over the protests 


‘of th ayor and ec issioner 
Richfield Oil Returns 0 e mayo one commissioner, 


Tuesday and Wednesday from 10:30 
to 10:45 p. m., EST. M. H. Hackett 


Gulf Oil Renews 


|she will be permitted to place up 

Richfield Oil Corporation, which} to 100 cans for a total payment of 
took “Confidentially Yours” off a|$50 a month to the city, plus a pay- 
network of the Mutual Broadcasting | ment of 50 cents a month for all 


System in October during the gaso- 
line crisis, will return the program 
to MBS Jan. 6. Featuring Arthur 
Hale, the series will be broadcast 
Tuesday, Thursday and Saturday 
from 7:30 to 7:45 p. m., EST, over 
25 stations. Hixson-O’Donnell Ad- 
vertising is the agency. 
Standard Brands Continues 


Standard Brands, Inc., has 
renewed two Sunday evening pro- 


grams heard over the NBC Red net- | 


work from 8 to 9 p. m., EST, effec- 
tive Jan. 4. During the first half 
hour, the Chase & Sanborn variety 
show is aired over 84 stations, and 


}additional cans. The franchise fur- 
ther provides that the city cannot 
grant advertising rights on parking 
meters or any other’ sidewalk 
structures. And where metal cans 
cannot be had—because of the pres- 
ent emergency—some other form of 
container may be substituted. 


Browne Named A. M. 
for Axton-Fisher 


| Raymond Browne, formerly New 
| York manager for H. B. Humphrey 
Company, Boston agency, has been 
appointed advertising manager of 
Axton-Fisher Tobacco Company. 


“One Man’s Family,” for Tender- = post has been vacant for some 


leaf tea, follows on 62 outlets. Ken- For seven years Mr. Browne was 
yon & Eckhardt is the agency for) an account executive with J. Walter 
Chase & Sanborn coffee, and J.| Thompson Company, following 
Walter Thompson Company, Ten-| which he was advertising manager 
derleaf tea. of Texas Company. Later he opened 


Humphrey's New York office. 
P & G to Shuffle Programs 


Procter & Gamble Company has 
renewed “Truth or Consequences,” 
quiz program for Ivory soap aired | 
Saturday from 8:30 to 9 p. m., EST, | 
and added 18 outlets, making a total | 
of 63 NBC-Red stations. A general | 
shuffle of P & G programs, all daily | 
15-minute serials, will take place 
the end of the month. “Right to| 
Happiness,’ now on 46 CBS sta- 
tions, at 1:30 p. m. for Crisco, will 
be shifted to 67 NBC-Red stations, | INC. 
at 11:15 a. m., for White Naphtha. 4 
“Pepper Young’s Family,” formerly | 
in this spot in behalf of the same | 
product, will be moved to 3:30) 
p. m., on the Red network for | 
Camay, replacing “Guiding Light,” 
another Camay program, which will | 
be dropped after the Dec. 26 broad- 
cast. The “Right to Happiness” 
spot on CBS will be filled with a 
repeat broadcast for Crisco of “Vic | 
and Sade” which will continue its 
original broadcast at 3:45 p. m. on 
the NBC-Red network. 


COLLINS 
MILLER & 
HUTCHINGS 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 
9894 


Appoints Metropolitan 

O. L. Schwencke Land & Invest- | 
ment Company, New York, has 
named Metropolitan Advertising 
Company, New York, to direct its 
account. ' 


sical series featuring baritone 
Jerry Wayne and the Ted Straeter | 
orchestra over 16 stations of the | 
Mutual Broadcasting System Jan. 
5. The show will be aired Monday, | 
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December 22, 1941 


as Ns 


ADVERTISING AGE 


“Adve stisi 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Termes 


% in., $2.75; 1 to 3 in., 


HOUSE ORGANS 

Mr. Sales Manager 
Let me show you how to help your 
salesmen produce more through a 
personalized house-organ. You serve 
as editor. I do the work. Write for 
free samples. Edward Edelstein, 201 
N. Wells St., Chicago, Illinois. Dear- 
bo n 8557. 


HELP Ww ANTED 
WRITER 
Man with fire and casualty insurance 
advertising experience for preparing 
sales training copy in this field. Pre- 
fer man with insurance agency and 
general agency experience and fa- 
miliar with insurance and sales prob- 


lems Chicago firm. Good salary. 
Write fully. 

Box 3562, ADVERTISING AGE, C hgo. 

PRINTING SALESMAN 

An unusual opportunity with an es- 
tablished Chicago offset house is of- 
fered to a salesman experienced in 
selling along creative lines. Salary 


—— commission basis, established ac- 


jsunts in protected territory. Write 
fu ly in confidence for interview. 
Box 3563, ADVERTISING AGE, Chgo. 


ART DIRECTOR 
Must have catalog exp. $7,500. 
(2) SALES SUPERVISORS. Catalog. 


Must have shoe or piece goods exp. 
$3,600 

COPYWRITER. Agcy. exp. on food 
accts. $5,000. 

JR. COPYWRITER. Agency $2,500. 
ASST.-ADV. DEPT. Copy, layouts, 
$1,500 


No obligation to register 
Sinclair-Masterson Personnel 
310 8S. Michigan Avenue 
Chicago, Illinois 
MISCELLANEOUS 
Periodical Printing 
Beginning with the first of 
we are equipped to handle 
or periodical printing 
Poughkeepsie plant. Hoe 
urday Evening Post size, 


the year 
a magazine 
job at 
Press, Sat- 
using news- 


our | 


REPRESENTATIVE AVAILABLE 


Experienced, energetic, 
man would like 
business paper 
Either full time 


to represent Western 
in eastern territory 
with salary and ex- 
penses or straight commission with 
drawing account ABL. of CALA. 
publication desired. 

AGE, N. Y. 


Box 3559, ADVERTISING 

—i 
Can represent geod publication § in 
Ohio area (Know it intimately). Sea- 
soned, agency exp., creative, 10 years 
with top papers. Own office, start 
January. 
30x (3557, ADVERTISING AGE, Chgo. 


Pos’ PIONS mf AN TE dD 


Youns « enterprising American woman, 
British born with a flare for promo- 
tion would consider position in adver- 
tising, public relations, or publicity. 
Adaptable, linguist, traveled, holds 
superb government references in suc- 
cessfully completed transactions on 
good-will projects of importance. Pos- 
sesses background and tact, and abil- 
ity to meet people in any setting. 

Box 3558, ADVERTISING AGE, N. Y 


I MAY BE JUST THAT GIRL! 
Who can fill that responsible 
in your office Expert 
Experienced in all production phases 


position 
stenographer 


of quality magazine and house organ. 
Also familiar publicity. Age 27. Prot- 
| estant. 

560, ADVERTISING AGE, N. Y. 


Box 3 


MANUFACTURER'S 
ADVERTISING MANAGER 
| Now admanager for well-known 
manufacturer selling direct to indus- 


triais and utilities Unusual record 
inquiry-getting and mail order Ix- 
cellent trade paper work, booklets, 
| circulars, ete Strong on free pub- 
| licity. Earlier experience’ includes 


marketing to industry thru mill sup- 


| ton, 


advertising — 


| 


idivision, 


of one in the historic Tacoma bldg., 


' Clothing House, 


print. Address inquiries to American] ply houses. Ideas are practical based 
perce ulturist Printing Plant, Pough-| on successful selling to industrials 
epsie, New York, Attention- before entering advertising Know 
FRE £b W. OHM oon to keep costs at rock bottom 
——— cm = Now earning $5,000 yearly Dissatis- 
_RE PRESENTATIVE AVAILABLE | | ; fied with outlook, seeking position 
Repre sentative can give one publisher) with well-rated manufacturer. Would 
comple te Y. Office service on com-| consider Assistant's job in very large 
nission basis with personal coverage! organization Age 32, married, one} 
east of Buffalo Room s0%, 110 i. | child, college grad., gentile. 
i2nd Street, N. Y. City. | Box 3561, ADVERTISING AGE, Chgo 
. . .* 
Swift Links Lard Chicago Admen Plan 
with Charity Drive Christmas Parties 
A unique tie-up with Chicago) The Agricultural Publishers As- 


Christmas charity is being used by 
Swift & Co. to promote its Silver- 
leaf lard through space in Chicago 
newspapers by sponsoring a cakes- 
for-charity drive with the added 
stimulus of cash awards for the best 
cakes made with the Swift product. 
Copy is headlined “Norman Ross 
Asks: Will You Bake a Cake for 
Charity?” to bring in its radio pro- 
motion through the 15-minute Sil- 
verleaf program over WBBM at 
8:15 a. m., each weekday morning, 
in which Ross announces the music 


transcriptions and commercials, in- | 


cluding charity drive information. 

Neighborhood food stores have 
been provided with pledge cards 
which contestants for $300 in prize | 
money are asked to fill out and) 
mail, indicating that their cake 
entries are made with Silverleaf 
lard. The cakes will be picked up| 
and judged by home economics ex- 
perts after which they will be dis- 
tributed by the United Charities of 
Chicago to needy homes just before 
Christmas. 


Wales Adds Three 


Three Savannah, Ga., hotels have 
appointed Wales Advertising Com- 
pany, New York, as advertising 
agency. They are: The General 
Oglethorpe, Wilmington Island; De 
Soto Beach Club, Typee Island; and 
the Hotel De Soto. 


sociation will have its annual 
Christmas stag party at the Palmer 
House, Chicago, Dec. 22, from 4:30 
to 6:30 p.m. The Agate Club, Chi- 
cago, plans its annual party at the 
Medinah Club, Dec. 30, at 12:15) 
p. m. 

Annual election of officers also 
will be held at that time by the 
Agate Club with the following slate 
suggested by the nominating com- 
mittee: George Hadlock, Parents’ 
| Magaz ine, president; E. A. Fox, 
| Macfadden Publications, vice- presi- 
| dent; William C. Henning, The Sat- | 
;urday Evening Post, treasurer; 
| Frank W. McDonald, Time, secre- 
| tary, and Richard T. Whitney, Red- 
book, assistant secretary. 


‘Flagler Heads Chicago 
Newspaper Reps 


. E. Flagler, Western advertising 
m3. of the New York News, | 
was elected president of the News- 
paper Representatives Association 
of Chicago at the annual election 
Dec. 9. J. E. Lutz was elected vice- | 
president; D. J. Worthington, of | 
Williams, Lawrence & Cresmer, sec- 
retary, and F. F. Parsons, Ward- 
Griffith, treasurer. 

New directors are: C. A. G. 
Kuipers, Burke, Kuipers & Ma- 
honey; Walter Doney, Texas Daily 
Press League, and J. A. Kowalski, 
| John Budd Company. 


J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA 


ADVERTISING AGENTS 


TESTING? 


Reach a big chunk of 
ILLINOIS ...do your testing 
thru the DECATUR station, 


2) W. 1340. Full Time. 
Sears & Ayer, Reps., 
Local help given. 


WSOY 


ts 


|able scorn, according to Mr. 


Chicago Office 
of J-W-T Has 
50th Birthday 


(Picture on Page 31) 


Chicago, Dec.. 19.—- Members of 
the Chicago staff of J. Walter 
Thompson Company had good rea- 
son to contemplate the ripe old age 
of advertising here today when 
Henry T. Stan- 
vice - presi- 
dent and general ' 
manager of the 
agency’s western 
was 
host at a dinner 
observing the 
Chicago’s office’s 
50th anniversary. 

Back in 1891, 
because of this 
city’s lusty 
growth, it had 
been chosen as 
the scene of the 
great Columbian Exposition and Mr. | 
Thompson, founder of the agency, 
sent Charles E. Raymond here from 
New York to examine the possibili- 
ties for a branch, subsequently 
opening an office with a personnel 


Henry T. Stanton 


the world’s first skyscraper. 

Mr. Raymond, who had joined 
the New York staff in 1890, made 
all the calls, wrote all the copy, pre- 
pared all the cuts, mailed them and 
wrote such letters as were required. 
So outstanding a job did young Mr. 
Raymond do that first year that Mr. 
Thompson allowed him to add two 
solicitors and a stenographer to his} 
staff. But he had his personnel 
problems, one young man brought | 
here from New York promptly re- 
turning east when he found this city 
was so steeped in wickedness as to 
allow street cars to run on Sunday. 


Mail Order Copy Succeeds 


The first display advertisement to 
be conceived and placed by the 
four-man Chicago office was a two-| 
inch advertisement for the Putnam 
showing what the 
well-dressed small boy should wear 
in the way of a ready-made two 
piece suit, with the headline “Our | 
Combination: Knee Pants suit, Extra 
Pair pants and hat to match for boys, | 
ages 4 to 14 years. Best value ever | 
offered. All for $5.00.” Believing | 
that such an offer might be the 
foundation for mail order business, | 
Mr. Raymond used the advertise- 
ment in Ladies’ Home Journal and | 
Youth’s Companion with results 
that were immediate and satisfac- | 
tory. Another early milestone in| 
the history of the Chicago company | 
was the placing of position adver- 
tising for the Rambler Bicycle Com- 
pany, a new advertising idea in 
those days. 

Among the Chicago company’s 
first clients, added in 1892, was | 
Swift & Co., which is still an ac- 
count of J. Walter Thompson. It | 
was the first packer in the industry | 
to advertise hams and bacon na- | 
tionally by brand in 1895, and the | 
idea was received with consider- | 
Ray- 
mond’s memoirs. Libby, McNeill & 
Libby became a client of the agency 
in 1902. 

The Chicago office has been lo- 
cated in the north wing of the 
Wrigley bldg. since 1924, the year 
the structure was opened. 


Sth District NAB 
Discusses Defense 


Clarifying of defense procedures | 
for radio broadcasting stations in 
the ninth district of the National 
Association of Broadcasters took up | 
considerable time at the meeting of | 
the district in Chicago Dec. 15-16. 
C. E. Arney, Jr., assistant to the 
president of the NAB, presided the | 
first day at the general discussion. | 

Frank E. Pellegrin, director of 
broadcast advertising for the NAB, 
presided at the sales meeting the) 
second day. Other speakers were | 
Claude Mills, representative of 
ASCAP: Carl Haverlin, Broadcast | 
Music, Inc., and representatives of 
transcription companies. 


| ing 


Court Ponders 
Damages Due 
in Libel Suit 


New York, Dec. 18.—The civil 
suits for libel instituted by Henry 


'P. Bristol, president, and Lee Bris- | 


tol, vice-president, Bristol-Myers | 
Company, and I. W. Digges, attor- 
ney, against David Munro, publisher | 


of Space & Time, neared comple- | dieg here Dec. Ji. 


tion in Supreme Court here today 
when Justice J. Sidney Bernstein 
took under advisement the question | 
of what damages are to be awarded 
the three plaintiffs, each of whom 
asked $20,000. 

Today’s proceedings dealt only 
with the assessment of damages, 
since a court ruling handed down 
last March 27 had already decided 
the issue in favor of the plaintiffs. 
Following testimony by all four 
principals, Justice Bernstein  re- 
served decision and gave both sides 
until Dec. 29 to file briefs. 

In their brief appearances on the 
stand the two Bristols and Mr. 
Digges assailed material published 
in Space & Time as contrary to fact, 
emphasizing particularly the news 
letter’s comments on alleged inter- 
ference by the plaintiffs with the 
Federal Trade Commission's prose- 
cution of the Good Housekeeping 
case, as well as other cases involv- 
advertising. The 
charged that the articles tended to 
damage their reputations, social 
standing and the good will of Bris- 
tol-Myers Company. 

Mr. Munro testified that he had | 
tried to be fair in setting down his 
comments on the Good Housekeep- 
ing case. He admitted, when ques- 
tioned by Justice Bernstein, that his 
writings might be interpreted as 
carrying the inference that the Bris- 
tols had tried to “bribe” him by 
offering to place advertising in 
Space & Time. He insisted, how- 
ever, that this was not the impres- 
sion he sought to convey. 


Moves to New Offices 
New York adver- | 


Gerald Lesser, 
tising agency, 
45th street. 


has moved to 2 E. 


plaintiffs | 


JOHN F. WILKINS 


Washington, D. C., Dec. 16.—John 
| F. Wilkins, 69, former publisher of 


the Washington Post, died here 
| yesterday. 
FRANK CONRAD 

Miami, Dec. 15.—Dr. Frank Con- 


rad, 67, assistant chief engineer of 
the Westinghouse Electric & Mfg. 
Company, who often was called 
“the father of racio broadcasting,” 
It was his ex- 
perimental work which culminated 
in the establishment of KDKA, 
Pittsburgh, and the first commercial 
broadcasting. 


JOSEPH G. DESMOND 


Milwaukee, Dec. 16.—Joseph G. 


| Desmond, 62, co-publisher of the 


| Catholic School Journal and adver- 
tising manager of the old Catholic 
Citizen before his retirement in 
1932, died here Dec. 13. The Catho- 
lic School Journal was sold to the 
Bruce Publishing Company in 1932. 


C. A. WHELAN 


East Orange, N. J., Dec. 15.— 
Charles A. Whelan, co-founder of 
United Cigar Stores Company, and 
a pioneer in drug store merchandis- 
ing, died Dec. 9 of a heart attack 
at the age of 78. He was president 
and chairman of the board of 
United Cigar Stores at the time of 
his death. 


CHRISTOPHER _ 
| HETHERINGTON 


| Cincinnati, Dec. 15.—Christopher 
Hetherington, one of the first mem- 
| bers of the Cincinnati Adverisers’ 
Club, a former lecturer on advertis- 
ing at the University of Cincinnati 
and for 25 years a member of the 
advertising department of the Cin- 
cinnati Enquirer, died here Dec. 6. 


WHY BE DISSATISFIED? LET 
UCES PING 


= Bureau 


SOLVE YOUR CLIPPING PROBLEM 
74 Trinity Place—New York 
Phone: BOwling Green 9-7294. 


There's 


THE 
CHICAGO 


DETROIT DALLAS 


KANSAS CITY 


ATLANTA 


Another Branch 
for Branham! 


MEMPHIS | 


SIDNEY NICHOLS, for the 
past ten years with The Memphis 


Commercial Appeal, in charge. 


s a Branham-man within a few 
minutes to a few hours of every im- 


portant advertising contact. 


BRANHAM COMPANY 


SAN FRANCISCO 


NEW YORK 


HARLOTTE LOUIS 


LOS ANGELES 


ST. 


MEMPHIS 
SEATTLE 


, Po ee 27 
‘ sh, EE : 
l Se ——————E—E—E—E—E—EEEE 
) 
— | 
| 
: | 
es 
CC —  —— —  — 
: 
| ee c 
a ee 
" \ 
n ‘ 
. El 
es 
id 
8, 
st 
ts 
“4 
Ip 
of a 
y- 
" Be 
r- 
ot 
ng 
1k 
ns 
of 
eer... nk nm mn mn 
oO 
PW 
a ee | 
en -—— | . 
of pe R 
ny. 
i Po 
yas 
ter -_-_“_--_-—__ —  .. eeeeeeaeae—eReeaea=Se__ ss; se zé|v\m\m\mwvOv-'''[|( 
ing a i—20 0 
yer 
ed 
a 
| 
Po 
Nr | 
“Or TREAL | ~ c EGIN AY 
TORONTO ; a eats A 
| 
rr 
eee — — 
Ke Po AAEM | 
' 
arr aa Pe Oe ee Be Ne pa eat MES ye ers meek. ithe oe Salt eee mise peg er ames + Peete TAs Pet fas 3 Nea Sn Roe 


28 


ADVERTISING AGE 


Maritime Board 
Expands Its Drive; 
Army Holds Pace 


(Continued from Page 1) 


| 
| 


wood said “we have our fingers 


Retail Promotion “tl Index of Retail Activity in 
Increases During 85 Important Markets 


. Based on total retail advertising volume in all news rs 
First War Week : r Se 


(Copyright, 1941, by Advertising Publications, Inc.) 


crossed,” meaning that the Navy 
hopes the present flood of volun- 
P * . . 
tary enlistments will make further Slight Gain Over Last I | | | | LI | Litt | 
advertising unnecessary. Y Sh b R + il WEEK BY WEEK VARIATION SHOWN HERE 
The Navy announced yesterday | ear own y etal 20 
at i = ian litte wiiie dine . + 
that in the eight days since war was | Index Figures pn , 
declared, covering the Dec. 8-15 “aa 
“j (rpite ic » | as 
period, 11,303 recruits enlisted. The | By S. R. BERNSTEIN +10 
enlistment rate jumped from 361 to | ; +5 f dicinsbiedh \ 
- " ime — © © © as poo | 
2,930 per day and during that pe-| Chicago, Dec. 18.—National ad LAST YEAR \ a 
riod more recruits were signed up | Vertisers may be charting a careful 
than in any previous single month. | Course through troubled waters and | -5s e 
Marine Corps figures are included | Wondering what to do about adver- | - | + 
in the Navy totals. | tising and promotion, but the na-| _1s Say 
} tion’s retailers are convinced that | ~20 7 Teas 
Expands Drive | the collective purse of the country i | | 
The only service which has|contains more spendable money a, . Z | | 
stepped up its program, the Mari-| than at any time in more than a a — Sut aE NRE Siniinigieiaaa? “ammiigiaea? - . nomena 
time Commission, has been con-| decade, and they are determined JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
ducting only a modest campaign | to get their share. This is the only ” 
through Kenyon & Eckhardt. A|conclusion which can be drawn | % Gain % Gain 
$5,000 test campaign seeking mer- | from the fact that retail newspaper | 50-Week 50-Week 50-Week or Loss or Loss 
chant marine cadets in cities around | advertising across the nation has | teat onde gh 1941 1941 ee hate % (iain 
; F aia te | P . . , P 7 | “nde Inde onde over over onde Inde 
New York was completed recently. | been almost completely unaffected Dec. 16, 1939 Dec. 14,1940 Dec. 13, 1941 1939 1940 Dec. 14,1940 Dee. 13, 1941 | s 
Results were so excellent that a| by the outbreak of war. | Akron, O 0,783,765 0,588,516 10,485,159 + 7.2 bo4 297,563 19 
$15,000 drive for apprentice seamen | In the Dec. 15 issue, ADVERTISING | Albany, N. Y 8,976,641 7,851,186 8.443.370 6.1 17.5 271,267 64 
was instituted on a national scale.| AGE reported that a special tabula-| ‘Atlanta, Ga. ... » 17,977,157 15,823,409 15,847,139 11.9 +O 583,016 41 
The Maritime appropriation has | tion covering 67 cities showed retail] | Baltimore, Md. .. soe 22,188,773 22,743,164 ester + 9.4 t a ding oe: 6.8 
; . ‘ e ‘ sot | Birmingham, Ali 3,310,200 3,930,975 4,537,152 + 9.2 +44 8,826 0.7 
not been increased, but the money | linage up 2.5 per cent for the first Birmingham, Ala 1 10,206 13,930,9 = 7,15 — EIT; 
- : : : P tos Mass , 9,621,533 8,522.03 6,380,388 6.5 6 746,145 L/ 
is being spent at a more rapid rat | three days following the outbreak  motdatwart Conn ; rey 46 yt +r 1 360,776 pe 
since hostilities began. There has|of war, compared with last year.| puraio, nN. 'y 15.709 456 In ATT ATI ae 37 345 937 <3 
been no decision on a new fund | Now figures covering the full week | Camden, N. J.. 1,450,050 5,343,093 +17.1 2.5 173,851 4 
when the current budget is ex-| of Dec. 6 to 13, for 82 of the g5 | Cedar tapids, Ia 1,861,488 4,709,082 + 0.5 + 3.8 158,032 1.1 
pended, but new copy is being pre- | cities included in the Index of Re- a sine ped oe caners : oP ; ¥ mt 6th ' ~4 
“ ° a P P kb caro 27.017.102 P8597, 977 + +2 fo1545 F a) 
pared to feature lowered require- | tail Activity on this page, show lin- | (ii nati, o 15,790,614 16,385,118 10.2 6.2 i6 2.3 
ments. age for that week up 1.2 per cent | Cleveland, ©. . 17,895,836 18,567,410 6.9 31 2 
eeasomenennanea over corresponding week of 1940. Columbus, O 13,190,242 13,223,799 W.8 1.2 1.7 
Starts “Transpots” The 82 reporting cities (the other | Dallas, Tex 20,877,082 19,766,265 20,420,028 ‘3 + 3.3 
“ peer y ,a;,| three did not supply their figures | P@venport, ta 9,363,843 9,058,009 oeeee es ee: “3 
Something akin to spot radio ; . aethielian 39 633 397 lines Dayton, O 13,804,458 14,208 986 15,386,697 + 11.5 +83 106,302 { 
announcements has been launched | °" time) carried 32,633,397 nes Of | Denver, Colo 8,834,092 $448,431 8,721,265 1.3 3.2 234,902 9 
in the transportation advertising | retail display copy during the first | Des Moines, Ia 6,425,232 6,614,225 6,285,103 2.2 5.0 207,441 13.7 
field by Railway Advertising Com-| week of the war, compared with} Detroit, Mich 20,190,515 21,275,316 22,559,862 11.7 60 727,990 $07,807 11.0 
pany of Cleveland in its Transpots. | 32,253,176 during the corresponding | FE! Paso, Tex .. 10,564,542 10,524,496 11,321,615 +7.2 7.6 274,176 201,144 6.2 
- Se he » ‘ , Dvd “| 9990 ¢ . ‘ . * oe 9 Mg 32 9G° 26 7 5 
Transpots are cards, 7 x 11, used| week of last year. Not only that, oe ak st Bags git Rye gt sa eee aan one " het con tae +. 
in Cleveland public transportation | but linage for the week after the} jj) River, Mass. 431,264 3492 312 3.769.387 ‘+9.9 +79 118.170 109.880 7 
vehicles, and The — a mo war broke out was 9.5 per cent} jjinp Mich 5498 798 3.873.634 3950942 as wee 944.188 943.992 
y we : » T . ‘ J » 2 Pare ee Sine VOU ote oe : o ; oto ce I 
ume rates. re aca originated | greater than for the week imme-| Fort Wayne, Ind 10,784,644 10,976,624 11,063,25 + 2.6 + 0.8 242.882 366,464 6.6 
with John H. Mitchell, vice-presi- | a: "EC j aD: : Gar Ind 5.982.843 6,406,009) 6,663 11.4 + 4.0 1X9 605 200,712 
dent of the agency | diately preceding the Japanese at- pt ne . 5,982,843 3,406,091 er a. ; $9,695 200,713 
€ A | 90 707 . ivi te s, Mic . 8,946 5 9,154,565 9,467,i + 5. +3 282,26 288,07 2 
tack, when only 29,797,880 lines of | {iT@#™d Rapids, Mich dtd 9,154,563 rie bs ‘ } Pe rs ons pai 
ir tail advertising appeared in the Sere =. 6,050,905 (458,562 7.577, 14.3 L1.9 218,022 224,035 . 
WBZ, WBZA Names Swan fo. 39 citics! | Mompatead, 1. 1 wieee foe 86S US TE oe 136 +143 
. oo o. ousto ¢ ye Nay ‘ 2 ‘ " ;s , D rl 26,3 aol 2.4 
W. Gordon Swan, traffic manager | Seeuabonian Ww Va 8,013,890 81318070 8,529,972 6.4 + 2.5 276,963 254,688 1 
of WBZ, Boston, has been made | West Coast Holds Up Indianapolis, Ind. 16,987,430 18032 241 19 956 229 13.4 or 573.664 679.026 184 
rogram manager of WBZ and : + der pean aie -+ nll — 9 991 97 0 728 6 r - - *°11.402 214 296 ) 5 
WBZA Springfield Mass., both The gain for the first war week | J#@¢ksenville, Fla 9,221,948 198,510 10,207,478 40.4 : 311,608 alain 
>  & ‘ict papas | _ ae —— ar » ineseanes -| Jersey City, N. J 2,124,003 2,161,718 2,202,549 3.7 1.9 66,641 TO,412 7 
Westinghouse stations. He succeeds | W@S not as great as the increase for | Kansas City, Kan 3.070.928 2.640.311 16 14.0 115,493 78.848 1.7 
John F. McNamara, who assumes} the year to date, which stood at | Knoxville, Tenn 10,805,894 0.2 2.0 $71,686 241,766 0 
the new post of director of educa- | 3.4 per cent last week and has now | Little Rock, Ark 9,223,703 10,103,488 es) + 2.7 301,756 321,440 6.5 
tional and religious activities. | dropped to 2.8 per cent, but it was Los Angeles, Cal 24,783,705 24,336,197 1.8 2.6 713.011 720.484 1.0 
——— , enough to indicate clearly that re-| Louisville, Ky 14 726,955 15,551 64 6 4 ISS,902 O01 ,834 Lh 
Joins ABP \tailers have not pulled in their | eae Ipc "Se 5 aan aa? aes ote : ion sas pep it: 2 
JSanenhester, - Ol Ole ve roe ’ ‘ 45) od, é i 
American Aviation, Washington, | Promotional horns, despite scattered |*Memphis, Tenn 12,171,410 13,204,422 + 8.5 $1.5 $27,714 108,884 14 
D. C., has been admitted to mem-| reports that retail volume fell off | Miami, Fla 12,792,874 12,965,224 +1.3 3.9 391,643 107,134 1.0 
bership in Associated Business| substantially in some areas follow- | Milwaukee, Wis 14,409,782 17,058,661 18.4 + 9.5 520,557 584,531 2.3 
| “ | pa on - o ee . 
Papers, New York. 'ing the outbreak of war. | Minneapolis, Minn 13,720,895 12,422,675 0.5 + 2.1 34AS,818 367,774 4 
| a ae —_ AE aes . Pa . a New tedford, Mass 3,141,516 S1T7T,058 21.5 ach LLsS,a20 126,168 6.9 
West C oast cities in partic ular | teu Maves. Coan 116.674 4.612.696 54 L132 269.080 111.494 8.6 
MAILING SERVICE showed surprising firmness in view New Orleans, La 19,694,892 19,751,306 0.3 2.3 716,725 675,178 8 
of the fact that the war seemed |New York. \. \ 5.412.026 8,696,237 1.2 21 2.049.058 2,047,527 
. . ae . closer to them last week than to)! Brooklyn, N. ¥ 3,859,080 G51, 980 5.4 7 102,558 103,876 1.» 
Multigraphing — Filling-in . “toe ryptige * > aan ae T 
Ad a } i Mi maesee on anyone else. Los Angeles linage a nh Va 9,463,076 10 axa ose ; ‘ 0 506,64. oe ; 0 
a ssin Simmeographn fiat oo ean hte | Oakland, Ca 8,243,602 9,26 1 2 3.7 296,485 263,108 
B bra} 8 was up 1 per cent over the previous | kiahoma City. Okla 8,807,778 8,422,400 4 6.7 242,956 260,106 7 
THE LETTER SHOP, Inc. rons and San Francisco showed an} Omaha, Neb S00 810 oU16,S876 + O.3 1.0 IS9, 73% 180,166 l 
440 8S. Dearborn St. Wabash 8655 | Ncrease of 9 er cent, even though | Peoria, I! 11,120,791 12,364,100 + 11.2 + 3.8 365,288 388,248 ' 
| Oakland, right across the Bay, Philadelphia, Pa , 30,300,717 10.6 L5.3 SHBN55 O30 R824 ‘8 i 
| dropped off 11.3 per cent. Portland, | ree ei ng ' “ ~~ “+H 7 - 6 ; + + : | 
| > a ‘ ittsbure a 2 512 +o 2.6 YS OD . 5 
| Ore., was down 7.2 per cent, Sacra- | i : — 
ont nonin : Portland, Ore 11.507.098 12.112.908 01 q 94.256 ’ + 
mento was off 8.3 per cent, and | Providence, Rt. | 11,676,465 11,754,259 1.7 0.7 845,518 2s 
Seattle was down 2.4 per cent.| Reading, Pa 10,657,766 10,858,580 8.2 1s T0586 4 
Spokane, however, registered a gain | Richmond, My 13,531,588 sitet artty ee af rent ‘ 
of 9 per cent, and Tacoma topped Rochester, } \ : a peaee 15,080,434 +54 +-3.8 ase H65 ; 
that with an increase of 9.9 per | ee ine aes penn ene sabe san 9.740 620 . aaeaae 51.888 7 B 
LOCK Sli tO t i eas eded, ’ . . ’ ‘ ’ s oe ’ oo 
cent. Pe egitee : ora « 999 177 en O78 * ¢ oRe 7 969 92 » & 
; Sacramento, ¢ al S250 044 &,292. 175 8,560,276 L236 4.4 2S6 706 62.830 S35 
——_—__—_—_—_- San Antonio, Tex 7,.361,76 7,791,514 N,SU7T,S858 2. 14.2 258,719 ZR4,589 d 
| “7. *¥*,° ‘San Diewro 13.005 265 11,737,054 12,353,170 0 ».2 600 151,27 
‘See Ad Possibilities }San Francisco, Cal 15,735,727 14,997.80 15,402,965 2.1 2.7 $17,653 $55,191 a 
PRINTING in Panoram Movies | Seattle, Wash 11.690 612 11850 354 12'845.44¢ + ne ine yet 
. i} South Bend, Ind 9,259,910 5,424,307 6,353,776 + 20.8 + 17.1 158,148 217,395 pe 
Although restricted now almost Spokane, Wash 6.489.972 6.305.114 6.177.004 e. oO 160,286 174.7900 ’ a 
entirely to entertainment purposes, | St. Louis, Mo 1S.001,405 18,205,025 IS,074,048 0.4 0.7 600.145 602,39 4 
. « “« . ‘ ; : 
cAd-Settin the Panoram automatic movie ma- St. Paul, Minn 10,812,324 10.421.754 10,405.467 »& 02 05.766 15.307 ’ 
g chine, made by the Mills Novelty | “syracuse, N. Y 10,598,849 8,170,610 25,814 E 
. . . Company, Chicago may be devel-/ Tacoma. Wash 6.291.872 6,426,293 6.742.951 7.2 19 157.926 173.5230 ’ ‘ 
s . , . . ps = nh: - j 
Engraving e ‘Printing oped into a device for promoting Tampa, Fla 6.859.426 7,764,822 TSO4 904 12.8 0.6 242 200 212.800 2 g 
the sale of products or services, it Toronto, Ont.. Can 16,097,428 15,126,018 15.716.670 24 4 193.016 161.99 7 
AITHORN service is was revealed at a press showing of | Trey. N. Y 4,483,006 4,355,036 1,745,932 9 9.0 151,200 151,928 
J’ complete —Ad-Setting the machines in Chicago. Tulsa, Okla 8,966,288 1,286,668 9,612,849 1.2 3.5 263,774 283,374 7 
‘ ; 3 ° pe eager: 4 Washington, D. © $3,163,211 4,801,749 36,254,055 + 9.3 + 4.2 1,101,080 217,822 7 
Engraving, Printing. You The machine is about six feet! \* . ee i: ton ip ; aaa aa ma 
& f , : : Winston-Salem, N. ¢ 6.872.506 6. SOS.676 6.R51.188 “03 0.6 150.518 184.988 2 ; 
can use one or all as required, high and contains a_ projector, Youngstown, O 7 645.961 & 304.906 0.093.702 118.9 9.5 OT1L215 9 348 i a 
but all are here ready to serve speakers and screen that is two feet eustnes ; wa nian nt 4 
you. na agg | proves that wide and a foot and a half tall. As Total 991.679.962 1,005,831.784 1,034,019,897 4.3 + 2.8 32,253,176 32.6233,397 2 
there is o ten a distinct advan- operated for public entertainment 1 Atlanta Georgian and Sunday American ceased 5 Syracuse Journal published 100th Anniversary 
tage in having your typography purposes the machine contains a publication Dee. 17, 1939 tion March 20, 1939, containing 216,207 lines of d- § 
done where you can get engrav- reel with eight to ten short subjects! 2 Newsday launched Sept. 3, 1940 vertising ; 
ings and press proofs in any which are played in sequence at 10 $ San Diego Sun suspended publication Novy. 25, 1939 6 Figures not included in totals 
quantity. Phone Wabash 7820. cents a three-minute subject. H a ial Appeal published 328-page Centennial 7 New Chicago Sun published Dee. 4, 1941 : 
ssue Jan 1, 1940, containing 428,848 lines of ad- 
. vertising 
. . 
The Faithorn Corporation | Hill Raises Two =-% 


504 Sherman Street, Chicago 


A Comprehensive, Complete Day and Night 


\ Service for Advertisers and 


Advertising Agencies a 


W. S. Hill Company, Pittsburg . . . 
agency, has named Alen Ks? U.S. Gypsum to Fulton = To United Service To Ivey & Ellington 
secretary of the company since 1938, United States Gypsum Company Absorbo Products Corporation, Alexander Gaddess, formerly pt >- 
vice - president, and has named _ has appointed Fulton, Horne, Mor-|New York, has appointed United lic relations manager of Pennsy! 
John A. Fink, formerly production | rissey Company, Chicago, to handle Service Advertising, Newark, as nia Chain Store Council. has jo 
manager, secretary. its account. advertising agency. Ivey & Ellington, Philadelphia. 
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Advertising in the Test Stage 


BESSIE BURP TAKES 
UP DUTIES FOR CHOOZ 


Newark, Dec. 17.—A gastronomi- 


cel byproduct not admitted in better | 


social circles was elevated to star- 
dom this week, 
for White Laboratories’ Chooz, 
when Bessie Burp made her debut 


as the new trade character for the | 


anti-acid chewing gum. Insertions 
of 1,000 lines will appear weekly in 
he Providence Bulletin. 


[dentified as the “upset stomach | 


gai,” Bessie Burp is pictured as a 
diabolical little female who claps 
her hands with glee when rich foods 
are served and is subsequently dis- 
appointed when the sufferer from 


heirtburn, gas, sour stomach or 
acid indigestion takes Chooz and 
recovers. In continuity style copy, 


in one insertion, she is shown rush- 
ing to the scene of a_ bridge 
luncheon as dessert is served, then 
exulting in her triumph as one of 
the guests complains of heartburn, 
and finally taking quick leave when 
finds she is in a “Chooz house.” 
makes her exit, to seek “hap- 
pier hunting grounds where they 
don’t know about Chooz.” 

Five advantages for Chooz — 
“here’s why it works in a manner 


she 


She 


no other type of antacid remedy can | 


claim”’—are listed in a box at the 
foot of the copy: extra-fast relief, 
extra relief, ease of taking, “fresh, 
cool, minty” taste and “quick relief 
without dosing yourself with soda 
or sedatives.” 

After extensive testing for sev- 
eral months, the first concentrated 
campaign for Chooz was launched 
in September, 1940, in newspapers, 
magazines and spot radio. (ADVER- 
tisinc AcE, Aug. 5, 1940.) Phar- 
maco, Inc., 
tribute it. White 
two other 
products, Feen-A-Mint 
lard’s Aspergum. 

William Esty & Co., New York, is 
the agency. 


PUSH “PANEL-PAK” 
FOR MYLES SALT 

New Orleans, La., Dec. 16.—Myles 
E-Z Run salt will be introduced to 
consumers 
shortly in a 
newly developed 
“Panel - Pak,” a 
six - sided pack- 
age to retail at 
five cents. Plans 
call for initial 
advertising in 
newspapers in 
key markets, and 


and Dil- 


4 @ 
oo” 


NET Weigm, 


distribution is 
said to be well 
under way. 


The new pack- 
age developed 
for Myles Salt 
Company, Ltd.. 
handling by 


makes for easy 


a convenient pouring spout. The 
shape and design permit a wide 
variety of store displays. The 


package was designed by E. W. Rec- | 


-}OUALITY 
TPLATES / 


ARE WADE 7 


nlhdnatibe Mme. 


PHOTO ENGRAVERS 


547 S CLARK STREET 
CHICAGO, ILLINOIS 
WABASH 6284 


in a test campaign | 


was established to dis- 
Laboratories makes | 
medicated chewing gum | 


NEW TRADE FIGURE 


poe 


ail 
a nd she brecks up the bridge luncheon ewe we —< 


« on et oo oe ~ ze ae tum 


from THE Dam OF 


fo Bessie Bu 


Et UPSET STOMACH oa 


White Laboratories is introducing Bessie 
Burp to Providence consumers in a new 
test campaign for its anti-acid chewing 


gum, Chooz. Weekly insertions 
planned. William Esty & Co., 
is the agency. 


are 


New York, 


tor Wooten, art director of Fitz- 
gerald Advertising Agency, New 
| Orleans, and produced by the Con- 
tainer Corporation of America. 


P & G OFFERS SEWING 
KIT WITH IVORY SNOW 
Syracuse, N. Y., Dec. 17. 

& Gamble, Cincinnati, 
effectiveness of a 
| sewing kit offer with a package of 
Ivory Snow, promoting the prem- 
ium with 600-line copy in several 

New York newspapers. 

The copy, which 
four columns, uses 
“Ivory Snow Offers 
Sewing Kit for only 


Procter 
is testing the 


one-cent hostess 


is spread over 
the headline, 
You Hostess 
le when you 


Ivory Snow offers you 


HOSTESS SEWING KIT 
fox Only IG 


when you buy one lorge peckege 
ef Ivory Sow of the reguler prince 


Q Sx 
SNe ) 


“ 


° . oP \ 


(Spend Be + 


TO INTRODUCE) 


MORE WOMEN TO NEW COOL- WATER Ivory SNOW SNOW 
Pat NOw QUCE WuRHNe tNOwREOS soar) 
1 8) BAAD WOW 7 HHLOS UmmeED star Seven 


the | 
housewife and is sift-proof and has | 


buy one large package of Ivorv 
Snow at the regular price.” Ac- 


companying art pictures the kit in| 
Snow | 


| the top half with an Ivory 
| package in the bottom half, inter- 
vening figures of women being used | 
| with balloons to promote the qual- 
jities of both the kit and Ivory 
| Snow. 

In this special promotion grocers 
are offering the sewing kit attached 
'to the package of Ivory Snow. 
Compton Advertising, New York, 
has the account. 


TEST NEWSPAPER COPY FOR 
DEHYDRATED VEGETABLES 
| Syracuse, Dec. 17.—Weekly, 200- 
line newspaper copy is being tested 
| here by Skinner & Eddy Corpora- 
tion, New York, for its new line of 
| Minute Man dehydrated vegetables. 
| Using a balloon from a woman 
shopper, headline for one ad is 
“Amazing new way to buy vege- 
tables!” The phrase “Harvest- 
Fresh Flavor” used to describe 
the “ready-to-cook onions-carrots- 
beets and mixed vegetables for 
soups, stews, salads.” 

Copy plays up the price, “8 gen- 
erous servings 15c”’ and the bottom 
line steers the customer to the out- 


1S 


Hormone Makers 
Fined, Citrus 
Group Indicted 


California and Florida 
Fruit Exchanges Hit in 
U. S. Action 


Washington, D. C., Dec. 16. 
Fines totaling $54,000 for violating 
the anti-trust laws were imposed 
by the U. S. district court of New 
Jersey yesterday on three corpora- 
tions and five individuals engaged 
in the manufacture of hormones. 
The three informations, to 
the defendants pleaded nolo con- 
tendere, revealed a cartel whose 
ramifications covered the world and 
involved companies in Germany, 
Switzerland, Canada, the United 
States, Netherlands, Dutch West 
Indies, Cuba, Panama, France and 
England. 

The informations charge that the 
companies and _ individuals’ con- 
spired to control the world-wide 
manufacture and _ distribution of 
hormones, the processes involved in 
their manufacture, and to maintain 
prices. An astonishing story of in- 
ternational jockeying of company 
controls to preserve the cartel was 
revealed by tue government's in- 
vestigation. 

Fines were imposed by 
ernment as follows: 
poration, Bloomfield, N. J., $15,000; 
Julius Weltzien, president, $2,000; 
Gregory Stragnell, 
$1,000; Ciba 
ucts, New Jersey, 
A. Burgher, 


the gov- 
Schering Cor- 


Pharmaceutical Prod- 
$10,000; Vincent 
Ciba’s principal officer, 


$2,000; Roche-Organon, Inc., New 
Jersey, $15,000, and Elmer’ H. 
Bobst, president, $3,000; Rare 
Chemicals, Inc., Flemington, N. J., 
$5,000, and its president, E. T. 
Fritzching, $1,000. 

FRUIT EXCHANGES 

ARE INDICTED 

| Los Angeles, Dec. 18.—The Cali- 


fornia Fruit Growers Exchange, 
the California Fruit Exchange, the 
Florida Citrus Exchange, five cor- 
|porations controlled by Joseph di 
|Giorgio of Kern county, Cal., 10 
auction firms and one auction asso- 
ciation were indicted by a federal 
grand jury here’ yesterday’ on 
charges of violating the Sherman 
anti-trust act. 

Charges are that the defendants 
conspired to control sales methods 
and prices of citrus and deciduous 
fruits in California and Florida and 
marketed through auction firms in 
Baltimore, Boston, Chicago, Cincin- 


nati, Cleveland, Detroit, New York, 
Philadelphia, Pittsburgh and _ St. 
Louis. 


ATTEMPT TO SPEED 
ALCOA APPEAL FAILS 


New York, Dec. 18. Federal 
Judge Francis G. Caffey yesterday 
denied an appeal of Assistant At- 
| torney General Thurman Arnold to 
| expedite an appeal from Judge Caf- 


fey’s recent decision against the 
government in its anti-trust pro- 
ceedings against the Aluminum | 


Company of America 


Business Research 
Projects Doubled 


The number of business research 
| projects reported in a Department 
of Commerce study has almost 
doubled since the first survey was 
made last year. Whereas the 1940 
|inquiry disclosed 515 projects, a 
new study shows the current total 
| to be 898. 
| Descriptions of research studies 
|now being made, largely by educa- 
| tional institutions, are given in a 
178-page booklet published by the 
Department of Commerce under 
the title “Business Research Proj- 
ects—1941.” The number of inves- 
tigations having to do with the war 
is surprisingly low. 


Amusement Rates Raised 


Pr Bi aE Amusement advertising rates in 
let, Sold at all Law rence Johnson } the Post-Telegram, Bridgeport, 
Stores, Syracuse. Conn., have been increased to 70 


J. M. Mathes is the agency 


cents an inch. 


which | 


vice-president, 


DECEMBER LINAGE FOR CANADIAN MAGAZINES 


Canadian Home Journal 
Canadian Homes & Gardens 
Chatelaine 


bLiberty 
*Maclean's 
Mayfair 
National Home Monthly 
Total Group 
Display, 


*ceCanadian Countryman 


Country Guide & Nor’-West 
taFamil) Herald 
Eastern Edition 
Western Edition 
*Farm and Ranch 


Farmer 


Review 


*tFarmer'’s Advocate & Home Magazine 
Farmer's Magazine 

taFree Press Prairie Farmet 

tWestern Produce! 


Total Group 


*Figures furnished by P. 1. B 


akFour issues both years 
bFive issues both years 
eThree issues both years 
November linage 
Semi-monthly 


including poultry and livestock in Canadian Farm Papers 
u 


1941 1940- 
Pages Lines Pages Lines 

s.4 26,861 4.8 
16.8 24.716 ta.9 
9.4 27.607 $3.1 

2 15,089 16.1 
t 4 43.67 14.' 
82.9 5.711 13.3 
5.3 17.627 22.¢ 


320 11.284 VSOLS 


16,750 +1 


11.96 16.+ 

540 iS. 1 

1.8 1.799 t1.8 

12.5 Te 11.7 

23.4 15,709 3 ar 

17.5 13.225 18.4 

41 i SS 10.9 

17.0 18,651 17.3 
216.4 194,961 3.6 211 


Food Store Chief 
Named Consumer 
Division Officer 


Washington, D. C., Dec. 17.—Dan 
A. West, who was president of a 
chain of food stores until joining 
the consumer division of the Office 
of Price Administration earlier this 
year, has been appointed deputy 
director of the division and will 
conduct its program under the gen- 
eral supervision of Price Adminis- 
trator Leon Henderson. 

Mr. West’s title is a new one, and 
the appointment indicates that the 


post formerly held by Harriet 
Elliott has been abolished. Before 
resigning last week, Miss Elliott 


was associate administrator of OPA 


director 


as well as of consumer 
services. 

Mr. West comes from Olympia, 
Wash. He heads West Dependable 


Stores, which operates 20 food out- 
lets in the state of Washington. One 
of his major responsibilities in the 
consumer division been to 
supervise the advisory committees 
set up by Miss Elliott to assist OPA 
in its standards work. 

Mr. Henderson taken 
first steps toward the establishment 
of a new group, known the 
Director’s Advisory Council. The 
first members are Miss Elliott and 
Dr. Mabelle Blake of the division’s 
/ consumer relations staff. Others are 
to be added soon. The council will 
advise Mr. Henderson. The name 
of the group suggests that a direc- 
tor of the division may be appointed, 
but OPA sources said there are no 
new personnel changes in prospect 
immediately. 

It was also learned that Earl W. 
Elhart, who has been chief of the 
consumer publications section, has 
resigned to return to his former post 
with Retailing and Fairchild Pub- 
lications. It was explained that he 
was merely on a leave of absence 
which has expired. 


Adds Hassel Smith 


Hassel W. Smith, formerly a part- 


has 


has also 


as 


ner in Long Advertising Service, 
San Francisco, has joined the San 
Francisco office of Botsford, Con- 


stantine & Gardner. 


To Behel, Waldie, Briggs 


| Hunter-Hartman Corporation, St. 
| Louis, wheel balancers and battery 
chargers, has named Behel and 
Waldie and Briggs, Chicago, to di- 
rect its advertising. 


| kin’s. 


Cigar Institute 
Bans Bosun’s Pipe 


York, 
nouncements 
ditions. 
month 
of an admiral being piped aboard a 


siren. 
employed sirens are also abandon- 


Cigar Institute of America, New 
has changed its broadcast an- 
because of war con- 
The transcriptions, made a 
ago, included sound effects 


battleship, and the wail of a police 
Other programs which have 


ing their use (ADVERTISING AGE, 
Dec. 15). 
Institute officials said that the 


transcriptions have been withdrawn 
from 22 radio stations across the 
country because “the significance of 
these signals is great at this time.” 
An appropriate program will be 
substituted, 


Lilienfeld Heads 


Chicago Admanagers 


C. H. Lilienfeld, National Tea 
Company, was elected president of 
the Advertising Managers Club of 
Chicago at the annual meeting, held 
in conjunction with the club’s 
Christmas party, last week. Stuart 
Phillips, Dole Valve Company, was 
named vice-president; Larry Foster, 
The Hub, was elected secretary- 
treasurer; and Kay Lies, Bear 
Brand Hosiery, was named record- 
ing secretary. Directors are Ray 
Phelps, Clinton Carpet Company, 
retiring president of the club; J. R. 
Collins, Libby, McNeill & Libby; 
L. E. Meyer, International Cellu- 
cotton Products Company, and Elon 
Borton, La Salle Extension Univer- 
sity. 

The club’s party, built around the 
priorities theme, was arranged by 
a committee headed by Ed Gross- 
feld, advertising manager of Bas- 


> ¢ aw 


th 


is a symbol of American life in its 
most satisfying mood. Modernized 
rooms at reasonable rates . . . ait-con- 
ditioned restaurants... new popular- 
priced Coffee Shop serving all meals. 


BELLEVUE 
STRATFORD 


PHILADELPHIA 


One of the Few Famous 
Hotels in America 


CLAUDE H. BENNETT, General Manager 


+ 


PHOTO-OFFSET 


res 


PRINTING 


demands speed and economy . . RCS photo- 
offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the “Idea Kit." 


RAPID COPY SERVICE CO. 
123 NORTH WACKER DRIVE 


"The Modern Method of 
Printing” .. more econum- 
ical . . more versatile. 


Today's merchandising 


CHICAGO 


STATE 5977 
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Jap Crabmeat 
Offered Free; 
Taken for Cats 


Manchester, N. H., Dec. 17.—As 
soon as the news from Pear] Har- 
bor was flashed here last week, 
E. D. Moore Company, local grocer, 
acted quickly and effectively to 
clear out the 
only Japanese 
products in 
stock—500 cans 
of crabmeat. 
The _ objective 
was accom- 
plished by 
Ba panony anya an god means of a 315- 
our anenican’ ) ie) line ad in Sec- 
retary of the 
Navy Knox’s 
Manchester Union-Leader, offering 
one can of the unmentionable free 
with every purchase of American 
crabmeat. 

Customers who took advantage 
of the offer indicated that the Nip- 
ponese tidbits would be used for 
cat food. , 

Throughout New England Jap 
products are either being with- 
drawn or cleaned out at bargain 
prices. The Maine crabmeat indus- 
try, which has been expanding 


MOORE’S | 


ABOUT 500 CANS | 
WE DON'T WANT IT..DO You? 


AMERICAN CRABMEAT 


steadily in recent years, is now ex- 
pected to spurt forward even more 
rapidly. 


NBC Red Network 
Issues New Rate Card 


The Red network of the National 
Broadcasting Company has issued a 
new rate card broken down into 
basic and supplemental networks 
and time .ones, enabling advertis- 
ers to figire quickly costs for any 
of the available nets or groups for 
hour, half-hour and fifteen-minute 
periods. 

Services and charges for the 
Canadian Broadcasting Company 
and NBC’s Latin American service, 
operated by the International divi- 
sion, also are given on the new 
card, together with a map. 


Changes Agency Name 
Hillman-Shane Advertising 
Agency, Los Angeles, has changed 
its name to Hillman-Shane-Breyer, 
Inc., with the addition of Donald 
Breyer to the firm as _ secretary- 
treasurer. New additions to the 
agency’s staff include Jeanne De- 
Garmo, who will head the publicity 
department, and Jules Yale, who 
has joined tne agency’s art staff. 


Marjorie Deen Returns 
Marjorie Deen, for seven years 
food editor of the magazines, has 
rejoined Modern Magazines, New 
York, as director of readers’ service. 


Federal Operation 
of Radio Unlikely, 
FCC Head Says 


Washington, D. C., Dec. 16.—Ad-| have already agreed voluntarily to | 


vising broadcasters to “keep their 
shirts on,” Chairman James L. Fly 
of the Federal Communications 
Commission and Defense Communi- 
cations Board told a press con- 


| ship of the press, radio, cables and | 


foreign mail, with Byron Price, ex- 
ecutive news editor of the Associated 
Press, to be chief of censorship 
under a leave of absence. Press 
associations, newspapers and radio 


| withhold news of troop and ship 


|movements which might prove 


helpful to the enemy. Although 


judiciary committee said that only 


ference this week that the govern-| censorship of outgoing foreign com- 


ment’s rule will be to interfere with 
private radio operations as little as 
possible during the war emergency. 
While the executive order giving 
the government broad powers to 
take over communication facilities 
makes possible a completely fed- 
eral-operated radio system, Chair- 
man Fly said no such move is con- 
templated. Close coordination be- 
tween the industry and government 
is expected to be more satisfactory 
than federal operation, he said. 
Mr. Fly also sought to allay fears 
that either FCC or DCB will assume 
censorship responsibilities. FCC has 
no such statutory powers, he ex- 


plained, and DCB’s efforts are di-| 


rected toward bringing the com- 
munications industries into a state 
of wartime preparedness. 

President Roosevelt, without 
waiting for formal Congressional 
action, anounced Tuesday a censor- 


Here’s a Bright Spot 


in the 


Hospital Construction Field 


* 


B 


knowledge that here is an active, protected market 
for their products—one where they can get or- 
ders and get the material to fill the orders too. 
National defense policy favors construction and 
equipment for national health, because the ad- 
ministration recognizes the vital role which civil- 


UILDING and equipment advertisers can 


turn to the hospital field with increasing 


The $3,500,000 Wesley Memorial Hospital just 
completed in Chicago. This is typical of the 
larger hospitals now being planned and built. | qemanded that the right of free 
criticism be maintained. He warned | 


formation. 


ian health and morale must play in the successful 


defense of American interests. 


Of greater significance is the fact that Federal 
funds amounting to $7,924,946 have been ap- 
proved for the construction of 26 hospital units. 
To this is added a sum of $2,604,817 provided by 
A grand total of $137,- 
727,074 has been applied for under the pro- 


the hospitals themselves. 


“9-7 


been broadened to give even more detailed in-| ernment 
Broken 
offers specific information for manufacturers of|to bring about victory in this war 
building material, furniture, beds and bedding, 


down by departments, it 


food service equipment and laundry machinery 
as well as manufacturers of the numerous tech- 
nical products required for the maintenance of 
hospital service. 


If you are interested in this great market, you 


can get a good picture of the construction poten- 


Needs.” 


visions of the Lanham Bill, so obviously addi- 


tional units will be approved before 1942 gets 


well under way. 


For additional sales opportunities watch for 


Ss ame re" ' 
the Third Annual Modernization Survey of the 


Hospital Market. 


Previous 


invaluable but with the cooperation of hospital 


equipment 


HOSPITAL MANAGEMENT 


The Only ABC-ABP Publication in the Field 


New York . 
330 W. 42nd St. 


surveys 


manufacturers the questions have 


Chicago 
100 E. Ohio St. 


porting all 


have been 


1941, 


Portland 
Terminal Sales Bldg. 


O74 


In it are listed details of construction 


developments affecting 


tial from an article in the current issue of HOS. 
PITAL MANAGEMENT 
Seek $137.727, 


entitled, 


Meet Defense 


“Hospitals 


to Program 


and expansion programs of the 26 hospitals al- 


ready approved. 


This is typical of HOSPITAL MANAGEMENT 


editorial service. 


We have led the field in re- 


priorities, 


allocation and the construction and equipment 
of hospitals. Perhaps that is why HOSPITAL 
MANAGEMENT leads the entire field in gains 
in paid circulation and advertising volume for 


Write now for details. 


munications was involved in the 
new measure, Mr. Roosevelt pointed 
out that the censorship control 
would extend to some domestic in- 
| formation. 

Asked to comment on television’s 
future under war conditions, Chair- 
man Fly forecast “a long and suc- 
cessful future” for the new field. 
He said it would continue to ad- 
vance despite hostilities, and that it 
will be kept alive and “ready to 
go”’ when the time comes. 

The FCC chief gave no comfort 
to those who hope the war will re- 
sult in postponement of pending 
proceedings involving chain broad- 
casting, multiple ownership, and 
newspaper operation. He was asked 
specifically about the monopoly 
case, a month’s delay in which was 
granted in federal court in New 
| York last week. 
| The simplest way to settle the 

controversy, he said, would be for 
network executives to write “a one- 
| paragraph letter’ to affiliates, ac- 


| ceding to FCC demands in con-! 


tractual dealings. He indicated that 


the war will bring no drastic change | 


| in FCC principles. 


Senator Tatt 


Demands Freedom 


for Enterprise 


| Chicago, Dec. 19.—United States 
Senator Robert A. Taft of Ohio 
|treated the Executives Club of Chi- 
|cago to a cold shower of political 
}and economic facts today in an ad- 
idress on “The United States of 
|America at War’ which left his 
listeners more fully aware of the 
magnitude of the tasks facing this 
country now and later. 

While lending his complete sup- 
port to the war effort Senator Taft 


ugainst “the steady slide towards 
government bankruptcy and gov- 
operation of business” 


with the added thought that “we 
|must sacrifice everything necessary 


but at the same time we have the 
task of preserving the American 
— of free enterprise.” 

|Republican program which will in- 
| clude adequate assistance to the 
|lower income groups as well as a 
“complete repudiation of the spend- 
ing philosophy which dominates so 
many branches of the government 
served that “it must provide a 
method of reestablishing a world 
order which does not contain the 
seed of another world war.” 


Arrow Starts Drive 


Arrow Distilleries, Detroit, has 
begun a December newspaper ad- 
vertising campaign in Detroit, 


Michigan and New York markets. 
Three Detroit papers and 11 others 
in Michigan cities will be used, and 
a three-week drive in the New York 
Times, New York Daily News and 
the Newark News is now in prog- 
ress. Simons-Michelson Company, 
Detroit, is the agency. 


Revise “Sun” Masthead 


The New York Sun has revised 
the titles of three executives ap- 
pearing on its editorial masthead. 
William T. Dewart, formerly presi- 


Chairman Van Nuys of the Senate | 


The Senator looks forward to a | 


today.”’ Then, in conclusion, he ob- | 


A REMINDER 


| 


PRESERVE THE 
AMERICAN WAY 
OF LIVING 


WOOSTER « BRUSHES 


THE WOOSTE® B8USH CO * WOOSTER OnHI0 


Among the first uses of a new, ciim 
slogan is this full-page advertisemen: of 
Wooster Brush Co., Wooster, O., ap. 


pearing in the national trade press, 
| Coleman Todd & Associates, Mansfield, 
| O., handles the account. 


Timken’‘s Four-Day 


Stamp Drive Yields 
Total of $36,417 


Washington, D. C., Dec. 17.—The 
Treasury Department praised the 
Timken Roller Bearing Company 
this week for the all-out advertis- 
ing and promotional methods with 
which it sold $36,417 worth of de- 
fense savings stamps in Cu: ton, O., 
within four days. 

The Timken campaign, one of 
the pioneer efforts of its kind by a 
private corporation cooperating 
with the Treasury, enlisted the sales 
appeal and _ point-of-sale pulling 
power of eight attractive “Timken- 
ettes,” all Timken factory girls. 
These young women were costumed 
in red, white and blue outfits and 
sold the stamps on the streets, in 
offices and in residential districts of 
Canton. 

The girls were prominently fea- 
tured in radio promotion and _ in 
other publicity. Stamp headquar- 
ters were set up in the court house 
square from where Timken spon- 
sored daily broadcasts over Station 
WHBC. Full-page advertisements 
were placed in newspapers during 
the drive, and many promotional 
features were used, including a 
“mystery man” who visited many 
of the stamp purchasers and 
awarded a total of $100 in prizes 
| Approximately 75 per cent of the 
| winners returned for more stamps 

Timken executives assert the 
campaign was carried out with a 
/nominal expenditure. 


| WDEC Hails 19th 


WDRC, oldest station in Connec- 
| ticut and one of the oldest stations 
in the United States, celebrated its 
| 19th birthday Dec. 19. General man- 

ager of the station is Franklin M 
Doolittle, founder of W65H, pioneer 
| frequency modulation station. 


SPOTCASTING 


BUILDS MORE SALES 
.. AT LOWER COST! 


More money for 
the HOT SPOTS 


Los Angeles 
1709 W. 8th St. 


dent and publisher, is now listed 
as president. William T. Dewart, 
| Jr., formerly listed as secretary, is 
now secretary and _ publisher. 
| Thomas W. Dewart, treasurer, has 
| added the title of vice-president. 


To Publish “Future” 


Future, Chicago, will hereafter be 
| published by Herb and Joe Graffis, 
| 14 E. Jackson boulevard, Chicago, 
| publishers of Golfing. Felix Streyck- 
'mans continues as editor of Future. 


San Francisco | 
68 Post St. 


NATIONAL STATIO'N 
REPRESENTATIVE> 
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~~ ADMAN BASKS IN STARLETS’ SMILES OF 
More than 1,000 men and women prominent in business, government and the aris 
paid a warm tribute to Edward R. Murrow, CBS European chief, just returned, 


' to New York from London, his first furlough in three years. In this picture Mr. 
HE DIDN'T MAKE IT Murrow (left) listens intently as Louis Ruppel, publicity director (center), speaks 


with William S. Paley, CBS president. 


TALK OVER FARM PAPER ADVERTISING 


As far as John H. Miller, advertising and sales promotion manager of the Mennen 

Co., is concerned two's company and three's more company when the other two 

are Marie McDonald and Helen MacPherson, movie starlets, at a Mennen party 

in Los Angeles for Victor McLaglen and Edmund Lowe, stars of the Mennen 
radio show, Capt. Flagg & Sgt. Quirt. 


IT'S ALL IN A GOOD CAUSE 


This Nazi bigwig is known as the Time 
jinx. Twice he has been scheduled for 
front cover prominence, but each time 
an important newsbreak shoved him 
aside. Last week he was replaced by 


Enjoying themselves at the British-American Ambulance Corps benefit at Cafe Admiral Kimmel and previously by Gen- 
Society Uptown, New York, are Anne Connolly, daughter of the late Walter eral Auchinleck, British commander in 
Connolly, screen star; Frank O'Connor, head of J-W-T's radio talent depart- the Middle East. Each time Heydrich's 
ment; Moiselle Chandler, daughter of Senator A. B. “Happy' Chandler of “demise” has meant the scrapping of Full advertising schedules should be maintained in farm publications, Bon D. 
Kentucky, and Tom Hudson, WMCA announcer. 1,000,000 front covers. (Story on Page 8.) Grussing, advertising and sales promotion manager, Minneapolis-Moline Power 
in Implement Co., told this group recently. Present at the Minneapolis Adver- 
of tising Club session are (left to right) Harold Holden, Holden Printing Co 


4 WALTER THOMPSON COMPANY RECALLS THE OLD DAYS Minneapolis; Leo Rothe, field representative for Hoard's Dairyman, Fort Atkin- 


ea- son, Wis.; Mr. Grussing; Ed Cashin, Cream of Wheat account executive for 
in HAWAIIAN BBDO, Minneapolis; Paul E. McElroy, advertising manager, Ethyl Gasoline Corp., 


aie . y, AWA New York; and (seated) Edward Rothman, Ethyl account executive from BBDO's 
use The Automobile for Women C ib ® Detroit office. 


PINEAPPLE 


on- blectrically Controls Hself * ~~ . 
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| its INTERSTATE Al TOMORILE COMPANY, Dept. 10. Muncie. tndions 

an- 

M 

ees Celebration of its 50th anniversary on Dec. 19 brought out these early-day samples of advertising art prepared by the Du Pont's new reception room at its New York offices, for its rayon products, fea- 
Chicago office of J. Walter Thompson Co. The antiquated “auto for women" copy was prepared and placed by the tures an educational display recessed in the wall of the half-oval room. The, 

— agency in 1912. The quarter-page black-and-white ad featuring Swift & Co.'s Premium ham and bacon was carried back three-dimensional forms are made of plastics, plaster and metal, symbolizing the 
in 1899. Libby, McNeill & Libby became a Thompson client in 1902. The ad, illustrated with the still-familiar can of development of rayon yarns, nylon and cellophane. The room was designed 

Libby's Hawaiian pineapple, was run in 1912. (Story on Page 27.) by Ad-Pro Displays. 


GILLETTE RETURNS TO OUTDOOR MEDIUM TO BOOST SPECIAL SALE IT'S A "V" FOR "VELCOME" 


ow ey EY- 
ONG 


The welcome sign is extended by Art Kemp, CBS Pacific Coast sales manager, to 
C. L. McCarthy, manager of KQW, San Francisco, which is to become the CBS 
northern California key outlet on Jan. |. Flanking them are (left) C. P. Mac- 
After being out of the medium for several years, Gillette Safety Razor Co., Boston, is again using posters such as this one Gregor, of MacGregor & Sollie recording studios, Los Angeles, and C. E. Morin, 
as part of its major sales effort during December and January for Gillette Blue Blades in Outdoor Advertising, Inc., areas. San Francisco CBS manager. All met at the recent convention of the |5th dis- 
Maxon, Inc. handles the account trict of the National Association of Broadcasters in San Francisco. 
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About a year ago the Pickwick Coffee 
people were considering ways and 
means of combating the usual summer 
slump that afflicted the coffee busi- 
ness. It occurred to one of the men 
that neither his own company nor any 
other coffee company had been doing 
a really good job of advertising during 
the summer months and that perhaps 
this was a factor in the decline of cof- 
fee sales in hot weather. He made a 
revolutionary proposal—that the Pic- 
wick people continue their advertising 
right on through the summer months. 


The suggestion was adopted. Pickwick 
Coffee advertising appeared exclu- 
sively in The Kansas City Star every 
week last summer—iust as it had ap- 


Evening—318,770 Morning—315,568 
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peared during the winter and spring 
and as itis appearing now. 


Was there any noticeable result? Yes. 


Sales of Pickwick Coffee have more 
than doubled. The number of stores 


selling ‘Pickwick Coffee has more 
than doubled. 


Once again we have an example of 
what happens when a good selling plan 
is promoted adequately in a good ad- 
vertising medium. One of the big fac- 
tors inthe success of the Pickwick Cof- 
fee campaign is that The Kansas Cit 
Star is nearly 100% carrier irene, 
that no other newspaper in America 
has as many subscribers who receive 
the paper at their homes. 


THE KANSAS CITY STAR. 


Sunday—328,569 
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Just about & yoar ago we atarted exclusive 
. use of the star g our aavertisind meaium in a large 
’ campaign to acd wives 4n our territory 
prckw ick COFFEE. 
- We naven't missed & single week in the Stat- 
— In fact, ¥° aeparted from the usual coffee gavert 16iné 
= theory and “an our pIckw 1k COFFEE gavertising right 
Pa ¢hrougn the hot summer months and on anto the fall- 
ae 
ae We know you will be interes ted an the wonder- FT 
a ful results we nave received from gtar gavert ising: 
ere We nave not only more than aoubled our sales of 
ise PICKWICK COFFEE, put have also more than aoubled the 
aed number of stores gelling PICKWICK COFFEE. these conm 
aah crete results can be checked UP airectly « ar star 
ie avertising: Our experience qnaicates the »car 4s the : 
Ps is yer tising mediun qn the gouthwest- It ag 
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